Next Week 
You Will Find 


in “The Recorder” 


Dynamic Service Needed 


Never in this generation’s memory 
has it been easier to walk out of a store 
without buying. The public says: “I 
guess I’ll look around,” and even though 
the store needs the sales badly, it can 
only grin and bear it. But if the store 
can change the static salesmanship into 
dynamic service, it can get the money 

A merchant puts it: “Over-urging 
may try the customer’s temper but in- 
difference, I tell you, indifference is an 
outright insult.” 

We show how Fall selling can be done 
aggressively, enthusiastically and re- 
sultfully. 

Good goods are worth a good price, 
no more, no less. The extra margin for 
“high-hat” is out of the retailing picture 
—worth triumphant. In an effort to 
carry the theme of common sense into 
the shoe-business, let’s present modern 
reasons “why shoes should be sold for 
cash”—is there any logical reason why 
a customer cannot carry the price of a 
pair of shoes—the cost of credit is out 
of line with the times. 
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PRICE 


NO 
OBJECT 


* 


When young men see these 
shoes they'll want them. When 
a young man wants a smart, 
exclusive style, price is no ob- 
ject. 


* 


These Hill shoes are the kind 
that open the Fall season with 
a bang. Fresh, snappy, irresist- 
ible patterns which make beau- 
tiful window shoes—and sell at 
any price you care to ask. 


* 


Order sample pairs at our risk. 


* 


Although we are continually 
thinking up fresh patterns that 
make extra sales and extra 
profits for you—the regular 
Hill line contains plenty of 
staple sellers—mostly retailing 


for 
4 


Write for our latest 
IN STOCK BULLETIN 


* 


HILL BROS. CO. 
HUDSON 
MASS. 





- READ 
THE DETAILS 








IN-STOCK 
B-C-D 








RETAIL 
$5 10 % 





No. 651—NAVAJO 
Gallun’s Color 6 Norwegian Veal 
Exclusive imitation hand-sewed 
vamp seam. Last especially adapted 
to shoes without box toes. 


IN STOCK—B-C-D—5 to 11 
$3.15 


No. 550—OLY MPIC 
Gallun’s Black Norwegian Veal. High 
cone last, narrow custom toe with 
the unusual fitting qualities of a 
wide-toed last. 

NO. 650—Same in Gallun’s Color 6. 


IN STOCK—B-C-D—5 to 11 
$3.15 


No. 552—MACDONALD 


A smart variation of a pattern which 
has sold steadily for many seasons 
Black Scotch .Grain with Genuine 
Cordovan Butt saddles and back 


NO. 652—Same in Tan. 
IN STOCK—B-C-D—5 to 11 
$3.15 
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The VOICE of the TRADE 


One lot of 5000 pairs 
of sandals, having soles of crepe 
rubber and awning cloth uppers in 
colors, was offered in Boston last 
week at 29 cents a pair, a new low 
on this class of footwear. The 
merchant suggested that these san- 


JUST AS GOOD 


cs CHEA 
\ 


as 





dals would serve school girls for 
gymnasium wear. 

Far better for that merchant to 
have suggested proper gym shoes 
for gymnasium wear, for there has 
been too much substitution through 
merchants’ suggestions. There is a 
right shoe for every use—no other 
can do as well. 

“Uses,” according to RECORDER 
doctrine, “are the things that sell 
merchandise. People who cannot 
themselves visualize a_ sufficient 
reason for parting with money for 
merchandise can readily recognize 
a need when it is brought home to 
them in terms of use or in terms 
of the desirability of possessing 
that particular product. Good mer- 
chandising, in other words, widens 
sales by selling, not products, but 


the uses of products. 
x * x 


€ ee Up! 
If you let yourself get into the 


habit of thinking that the world’s’ 


all wrong—the job’s all wrong— 
everything’s all wrong—it isn’t 
long before your friends are say- 
ing, “He’s all wrong!” Friends— 
and customers—like sunshine bet- 
ter than rain. 
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“| : 

can’t afford to 
use slow transportation,” says 
C. P. Clark, vice-president, Jar- 
man Shoe Company, of Nashville, 
Tenn. “During the year 1931 I 
traveled nine thousand six hundred 
and twenty-four miles on regular 
air lines. Six thousand one hun- 
dred and eighty-six miles were on 
lines of the American Airways. 
These trips included Omaha in the 
Northwest, Dallas in the South- 
west, Jacksonville in the Southeast, 
New York in the Northeast and 
most of the territory lying between 
these points. 

“The time saved using air lines 
amounted to twenty-four business 
days. Almost an entire month of 
the business year saved by regu- 
larly using air transportation! 

“T have left Nashville at noon, 
flown to Dallas, completed my 
business and returned at five the 
next afternoon. By train the same 
trip and work required four full 
days. 

“T have been amused at some 
business men I have met taking 


THIS GIVES ME A WHOLE 
MONTH EXTRA ! 





their first trip by air. They ex- 
pected a thrill and found it no 
more thrilling than riding a street 
car. The great tri-motored air 
liners of today are steadier than 
any railroad train and more com- 
fortable than the finest club car. 
“Today many business men 
know they should use air trans- 


portation to save time and to save 
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money, but they feel it is too new 
a form of transportation for them 
to use. The fathers of those same 
men felt the same way about rail- 


roads.” 
x Ok Ok 


David S. Josephson, 
president, Middle Atlantic Shoe 
Retailers Association, says: 

“How many makers of shoes 
can you think of that were top 
notchers in their grades a few 
years ago, who are out of business 
now? Plenty of them gone, for- 
gotten, never to return; someone 
else has stepped into their places. 


| 


pee 


see 
pica 


“As manufacturers and jobbers 
you cannot live on past perform- 
ances or last year’s achievements 
and old reputations. The styles 
that you sold and the prices that 
brought you business last year are 
as dead as the dodo this year. 

“What have you got to offer 
now or for next season, and at 
what prices, is what the retailer 
wants to know. Last year’s styles 
and last year’s prices are as useful 
to us as last year’s snow.” 

ries 


E. B. Moran 


of the Bradstreet Company says: 
“What business needs today is a 
pull-up, not a pulmotor. What 
business executives need is a fur- 
ther injection of confidence and 
vision that will turn their wish- 





bones into backbones; some faith 
in the future; some confidence in 
the present and some vision of to- 
morrow’s business. 

“Price appeal will require the 
continuous stimulus of new reduc- 
tions. 

“More advertising, scientifically 
prepared and intelligently placed, 


backed by more intensive sales ef- 
forts, combined with confidence in 
America’s business and courage to 
uphold quality, will succeed on a 
more permanent basis than busi- 
ness sought on the shifting sands 
of price competition.” 

x * * 


D. you get a 
secondary value out of your RE- 
CORDER? Some enterprising dealer 
in Charlotte, N. C., took the article 
written by Spike Arnold, of Kan- 
sas City, in our issue of July 9, 
and asked the editor of the Char- 
lotte Sunday Observer to run it as 
a feature article. The illustration 
fitted admirably into the make-up 
of the first Commerce and Indus- 
try page, with a run-over and illus- 
tration on the second page. The 
public of the Carolinas were thus 
given an opportunity to read point- 
ers on salesmanship as found suc- 
cessful in Kansas City. 

* * x 


J ¢ Frank McElwain 
president of the J. F. McElwain 
Co., Nashua, N. H., says: 

“We are, by degrees, removing 
the causes of paralyzing fear. 
Courage and a willingness of bank- 
ers to loan money will put more 
men to work. Industry, itself, can 
be helpful by maintaining a rea- 
sonably large working force and 
working only that number of hours 
each week necessary to produce 
the volume required. This may 
mean working 30 hours one week 
and 48 hours the next week. This 
is simply to meet present condi- 
tions. 

“Of course, under this plan, av- 
erage weekly wage would be 


OLD SHOES 


—Old shoes will bring back peak pro- 
duction and prosperity to our industry. 
—Altogether too many men have been 
pointing with pride to shoes they have 
been wearing for one, two or even three 
years. 

—But those shoes are now getting down at 
the heel and weak on the chassis. 


—Replacement is the order of the day. 


—With better times in the making, it's a 
safe bet that more men will discard old 
shoes this Fall and satisfy their needs and 
desires for more and better shoes. 


—There’s still an immense pent-up purchas- 
ing power in this virile country of ours. 


yp ey 


President. 


smaller. It does not materially in- 
crease the purchasing power, as the 
total wage bill would be the same. 

“As for the future, it seems to 
me rather difficult to forecast what 
our conditions are going to be. I 
feel positive that by degrees a 
large part of our unemployed will 
be absorbed. It may mean a five- 
day week, to which I have no ob- 
jection, and, as a matter of fact, 
am rather in favor of it. From a 
hard-boiled standpoint, we would 
have to consider what it would 
mean if we did it and our compet- 
itors did not. 

“T believe in an unemployment 
reserve to be set up by each em- 
ployer. The amount put aside each 
year in the reserve would be equal 
to 1% to 2 per cent of the wage 
bill. Although I have not given it 
serious thought, I do not think 
that I am adverse to a law com- 
pelling manufacturers to set up 
such a reserve.” 

*x* * * 


The public is told 
by Macy: “If your young ’un is 
about to embark on his school ca- 
reer, remember that the exigencies 
of school life require a stauncher 
shoe than he has _ previously 
needed. And don’t forget that no 
child is equipped for school unless 
he has two pairs of school shoes. 
Aside from the convenience of a 
spare pair, the shoes will last 
longer if worn only on alternate 
days. Also it’s better for the feet 
to rotate the shoes. 


“When you select the shoes, 
have rubbers fitted to them—but 
not too tightly. Self-help is re- 
tarded if rubbers are too snug! 
And for toddlers in nursery 
groups, rubbers just must be easy 
to tug on, for the teachers and at- 
tendants have so many to struggle 
with. 

“While you’re at it, make a day 
of it, and get the galoshes, too. 
Then you'll be all set, the first time 
the snow flies, and you'll save 
yourself the chore of dragging the 
kids in on another shopping trip 


later on. 
* * * 


Grsees H. Leach, 


vice-president of the George E. 
Keith Company, gives some new 
points to the eternal price-quality 
discussion. He says: 

“The merchant’s expenses are in 
dollars. They have to be met. 
They are met out of gross profits 

WE'LL JUST 


PUT THIS BIT 
ASIDE 





and entirely apart from percentage 
of gross profits comes the matter 
of dollars and cents gross profit— 
40 per cent of $6.00 to $9.00 is 
decidedly more useful than 40 per 
cent of $4.00, even if there are 
more pairs sold up to a certain fig- 
ure at the lower price.” 

He answers the question, 
“What’s in a name?” as follows: 

“Tf there is anything in a trade- 
mark, and we think there is, most 
decidedly, the consuming public is 
depending on that trade-mark right 
now a little bit more than ever, and 
no wonder with so much jockeying 
of prices and gtades a'so, and so 
much substitution of orphan brands 
for established brands here, there 
and everywhere.” 

x * x 


$l for old shoes. 
The Hurley store in Boston and 
New York is offering to pay $1 a 
pair for all old shoes worn into its 
store, providing that the visitor 
buys a new pair of shoes before he 
goes out of the store. 
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eer ereen to 
John M. Duffy, of Keene, New 
Hampshire, who can look back on 
a proud record of nearly a half 
century in the shoe business in one 
location and for 45 years a con- 
stant reader of the RECORDER. 

Mr. Duffy says: “I have been a 

subscriber to the RecorpeR for 
nearly 45 years and am operating 
this store in the same location since 
August 15, 1887, always carrying 
popular brands of dependable foot- 
wear and receiving a fair share of 
the business of this locality.” 

x ok 


Peni Schmoll, Jr. 
first vice-president of the New 
York Hide Exchange, says: “It 
was inevitable that hide prices 
should advance. The first signs of 
improvement really came from 
abroad and soon prices in England 
were double those in this country. 

“Hides, it is claimed by some 
experts, are among the best barom- 
eters of economic conditions. 
From the lowest level since 1892, 
or around 334c a pound last June. 
packer hides have advanced to 
about 7c a pound today. It is said 
offerings are diminishing as the 
demand grows.” 

* * * 


Massolini, 


premier of Italy, took his place in 
the ranks of the 22d regiment, 
Italian infantry, and marched with 
the troops for two hours, carrying 
the regular soldier’s pack on his 
back, also gun and other equip- 
ment, the total weight of the burden 
being approximately equal to the 
weight of two full pails of water 
as carried in hand by an ordinary 
man. His foot efficiency exceeds 
that of any leader in any govern- 
ment, anywhere. 
x * * 


State Labor 


Commissioner Tone of Connecti- 
cut announced that payrolls in 
Naugatuck were the largest in 
three years. Double shifts are be- 
ing employed in the manufacture 
of tennis and bathing shoes and 
novelties. Naugatuck is the State’s 
leading rubber center. 
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More employees 
are being hired by Nunn, Bush & 
Weldon Shoe Co. and more shoes 
are being made than for many 
months. Business is going forward. 

Three weeks ago their shoe pro- 
duction jumped from 1500 pairs 
daily to 2000 ; two weeks ago there 
was another increase, this time 
from 2000 to 2450. And on Au- 
gust 29, the schedule has been 
raised to 2750 pairs a day. The 
average production in good years 
has been about 2500. In the peak 
year of 1929 the highest output was 
3000 pairs daily, so that the pres- 
ent schedule is not so far from 
peak production. 

It now “looks as though the 
company would be busy indefinite- 
ly,” executives believe. 

The factory is on a full-time 
basis, five and one-half days a 
week. Nearly all of the old em- 
ployees will be back on the job 
when, in the next few weeks, 60 
more workers will be engaged. 

x * * 


Words! words! words! 


“Galosh is a very good word, of 
honorable ancestry,” says an En- 
glish visitor. “It’s a wonder to me 
that you American shoe people do 
not make a larger use of it. Your 
common term ‘rubbers’ is scanty of 
distinctive meaning. My first ac- 
quaintance with it was when one of 
my Yankee friends applied it to a 
person with unusually curious eyes. 


Later, I learned that rubbers also 
applies to overshoes as worn in 
stormy weather. Really, galoshes 


is more correct; and accuracy of 
words, to be sure, is quite as nec- 
essary in shoe merchandising as is 
accuracy of sizing in shoe fitting.” 


* * * 


Liesiiits Dust for 


fertilizer. One shipment of 2,- 
400,000 pounds of waste and scrap 
leather is being made from Lynn 
to Norfolk, Va. Other tons will 
follow. The waste will be made 
into fertilizer for enriching pas- 
tures of grass for nourishing cattle 
to provide more pelts for leather 
for shoes. Why not chuck a few 
tons of old shoes into the fertilizer 
heap? That might enrich the soil 
and the shoe industry at the same 


time. 
x * 


Se are but 


a short step ahead of radios in the 
American’s scheme of necessities, 
it appears. The wholesale firms 
dealing in shoes and other foot- 
wear reported net sales compris- 
ing 0.8 per cent of the total sales 
of all wholesale houses, while ra- 
dios and radio equipment consti- 
tuted 0.7 per cent of the total sales. 
The figures are from the Bureau 
of the Census and were compiled 
for the census of distribution taken 
for the year 1929. 











A MINUTE, 1} 


% 


DO YOU MIND STOPPING 
Just 
BustT=eDo A SHOELACE — 
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“We won’t get back to regular business at regular prices 
until we get back to regular stores operating in a regular way” 





Bring Orderly Business Back to Main Street 


As a Mid-Way it’s a Flop and 
an Eye-Sore to Public 


‘Habe the barkers off Main Street. 
Tear down the circus streamers. Fire the “pullers- 
in.” Merchandising no longer needs side show tac- 
tics to inveigle the customer into entering the store. 
The ballyhoo is out. Regular business in a regular 
way from now on. 

When Baston permits a retail store to run a can- 
vas streamer across its principal street as a sign for 
a special sale; and when Broadway, New York, has 
all the freaks of the mid-way barking for business out 
in front, isn’t it high time that someone with common 
sense prevents the further deterioration of Main 


14 


Street. Tricks of cunning have taken the place of 
common sense. Of what value is any Main Street 
lease when any merchant with a political pull can get 
display concessions advantageous to the individual 
but catastrophic to the community ? 


The merchant who owns property on Main Street 
owes it to himself and to his neighbors to bring 
back the worth and value of his location for busi- 
ness purposes. If he continues to make Main Street 
a mid-way, it won’t be long before his business and 
his property will be irreparably ruined. Can you 
imagine a sign in front of a high rent location 
screaming the following? 


Boot AND SHOE RECORDER 
combining THR SHOE ReTaILeR, Sept. 3, 1932 





appr 
the 

ness 
velo} 
mad 
a ter 


“presi 


ness 

TI 
satio 
fied 
destr 
worl 
Th 
who 


Boor 
combi: 























“Buy a bargain now, for a hundred years from 
now we may all be horses.” It simply can’t go on, 
for the hysteria of stunts is destroying all business 
at retail. 


So serious is the situation, for example in New 
York City, that the Fifth Avenue Association has 
appointed a committee of its leaders to “wipe out all 
the remaining traces of lowered standards of busi- 
ness and to start a new era of retail and business de- 
velopment on a higher plane.” Efforts are to be 
made to discourage the “Boom Store,” representing 
a temporary concern that comes to Fifth Avenue for 
‘prestige, but does not maintain standards when busi- 
ness becomes difficult. 

This is the first move to eliminate cheap and sen- 
sational selling methods which have altered the digni- 
fied character of that great shopping street. If it is 
destructive to the greatest shopping street in the 
world, what about your street ? 

The real difficulties have been made by newcomers 
who have refused to accept the substantial ideals of 
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“The mer- 
chant who 
owns property 
on Main 
Street owes it 
to himself and 
to his neigh- 
bors to bring 
back the 
worth and 
value of his 
location for 
business pur- 
poses.” 














merchandising as real merchants. Contagiously, many 
of the old houses on the Street have also slid into. 
the ballyhoo form of publicity, but the results have: 
been but of temporary gain to be speedily offset by 
the loss of confidence in the whole neighborhood. 

The Fifth Avenue Association plans a Fifth Ave- 
nue Week from October 1 to 8, inclusive. This Sil- 
ver Jubilee is expected to re-establish orderly business 
through fine stores selling quality merchandise in 
keeping with the character of the street. 

Thousands of visitors and shoppers are expected to- 
view the displays of fine merchandise of all kinds to. 
be promoted in a quite definite method of demon- 
strating the merchants have confidence in their neigh- 
borhood and in their goods of high quality. 

If in your town there has been a similar destruc- 
tion of the values of a good location and a good 
thoroughfare, why not be the first to call a meeting 
for the elimination of cheap and sensational selling 
methods, so that the public can return to that form 
of store that serves and pleases it best? 
















The FORGOTTEN 


And an Almost Forgotten Market Returns 


as Faith in the Future Makes Men Keenly 


5 ae are several surface indications 
pointing to the fact that the Forgotten Man is about 
due for a break. For one thing, it’s a long time since 
he had one. Shortly after the stock market crash in 
the fall of*’29 he sent his favorite pair of shoes out 
to be resoled. Six months later he carried them 
around to the repair shop for half soles and heels. 
Subsequently his wife left them at the repair depart- 
ment in the sub-cellar basement of a department store 
that advertised a repair job for 49 cents. 

By that time the uppers had seen considerable 
service. Only the fact that they were made of good 
leather, well put together, had saved them so long 
from dissolution. But even quality can’t take the 
punishment of pounding pavements forever. So the 
Forgotten Man ultimately had to buy new shoes. He 
bought the cheapest pair he could find and he isn’t 
finding fault with their service. But they didn’t 
last as long as the better ones, or fit as comfortably 
or give him as much genuine satisfaction. 

Things are looking up a bit for the Forgotten Man. 
Business is a little more hopeful. He can see some- 
thing ahead. The prospects who listened coldly to 
his sales talk three months ago are beginning to show 
a mild interest. Several have wanted to know about 
prices and one man was just on the edge of asking 
something concerning deliveries, but he caught him- 
self in time. 

The Forgotten Man recalls dimly that he used to be 
a salesman and that there were times when it was 
possible to sell. He has moments when he almost 
thinks that he might sell again, and at such times he 
is keenly aware of a need of smart new, up-to-the- 
minute clothes and a new pair of shoes. 

Throughout the long depression the Forgotten Man 
has thought in terms of Family First and Self Last. 
Now he is beginning to realize that if the family is to 
prosper in the future he must put his best foot for- 
word. If a lot of Forgotten Men come to a realization 
of that fact this Fall—or if they are led to a realiza- 
tion of it by the advertising of progressive merchants 
— it’s going to mean quite a change for the men’s shoe 
business. 

There can be no question but that the average 


Aware of the Need of Dressing the Part 


American man needs shoes, and unless we are greatly 
mistaken the recent gain in prices of securities and 
commodities which has made thousands of men hap- 
pier and more confident will be reflected in a con- 
siderable increase in consumer buying of men’s shoes 
this Fall and likewise in a tendency on the part of 
many men to buy better shoes. 

A number of important stores were asked the ques- 
tion as to what they sense to be the attitude of men 
toward shoes this coming Fall and Winter, also what 
they are doing to help make men buy more shoes. 

“Men are down to hard pan—pretty nearly worn up 
on their shoes,” believes the president of the New 
York Retailers Association, J. L. Patton of Schenec- 
tady. 

“They are window looking for something to answer, 
not poor shoes at a price, but good fitting merchan- 
dise to keep them going. The best thing we have done 
is to fill a window with outstanding values in shoes 


at $5.00.” 


[, Memphis both individual 
and concerted action is being planned by the shoe 
men to stimulate the buying of better shoes by men. 
A complete statement from Claude Caradine of the 
Oak Hall clothing house is full of important informa- 
tion. It is: 

“There seems to be a better general feeling now 
and the men’s shoe business should look upward for 
Fall both in units and quality. 

“Regarding quality a large part of the trade has 
suffered with a price complex trying to, buy something 
for nothing and have purchased the lowest priced 
shoes obtainable. I am not referring to the customer 
who has been forced to price buying through necessity 
but to the customer who can well afford purchasing 
his usual standard of quality. 

“Most merchants have conceded to the trade in this 
price buying without any resistance, featuring in 
their windows and advertising low priced shoes. As 
a result the salespeople have followed the leader and 
have offered for sale only the cheaper shoes without 
explaining advantages of buying better shoes. We 
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Remembers HIS SHOES « 


Up to now it’s been “Family First.” But Forgotten 

Men are beginning to realize that if the family is 

to prosper in the future, the Head of the House 
must put his best foot forward. 


hove followed too much the lines of least resistance. 

“In stores that have previously featured quality 
shoes we realize that we have been unable to obtain 
the necessary volume of unit sales at low prices to 
keep our dollar volume near previous figures. As a 
result it is difficult to make even present reduced 
overheads. As I see it our job today is to sell better 
shoes. 

“Recently I went through our records and selected 
a list of customers who had not purchased shoes from 
us this year. A personal visit was made to these cus- 
tomers to find out why we had not sold them. Over 
half stated that they had not bought since their last 
purchase from us. Several were not located as they 
had changed positions or were unemployed. The 
others had bought cheap shoes and most of this group 
expressed a general dissatisfaction with their purchase 
of cheap shoes assuring me that I would get their 
next purchase of shoes. This contact was so pleas- 
ing that another list is to be selected.” 

At a meeting of the Memphis Shoe Retailers’ Asso- 
ciation, August 16, a decision was made to hold a 
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joint meeting of owners, buyers and salesmen to be 
held September 20 for the purpose of impressing on 
salesmen that better shoes must be offered and sold. 
Two prominent men familiar with merchandising are 
to make addresses on this subject. 

“For the past three seasons,” continues Mr. Cara- 
dine, “we have failed to receive a pleasing response 
to any of our sales efforts but are optimistic for the 
future. At the present time our plans for sales pro- 
motion are: 


[. Continuance of above- 
mentioned contact with customers. 

2. Direct mail advertising explaining advantages of 
quality merchandise. Newspaper advertising along 
same lines. 

3. Window displays showing more quality mer- 
chandise. Some windows displaying construction 
and materials used in the manufacture of better grade 
shoes. 

[TURN TO PAGE 42, PLEASE] 








The typical evening slipper is the T-strap 
Sandal. Cut-outs are less pronounced 
and placed farther back on the vamp. 


Multi-colored shoes are much discussed. 
Paisley brocades and contrast effects in 
leather. 


Dyeable crépes should be volume sellers. 
Twisted, masse crépes are smartest 
choice. 


Velvets are best in black and brown. 
Watch out for crinkled satins. Lastex 
evening fabrics. Fine suede. 


Evening Fashions 


Vv Vv VW 


I, the successful merchandising of 
formal footwear, a knowledge of garment trends is particu- 
larly important. Even more important, perhaps, than in 
the buying of daytime shoes, since with the greater selec- 
tion of materials and colors to choose from, mistakes are 
more easily made. And with the comparatively small vol- 
ume of business involved, mistakes are not so easily ab- 
sorbed ! 

So any discussion of what’s what in evening slippers 
should start, we think, with the story of what’s new in even- 
ing fashions. 

Greater variety than we have seen in several seasons is 
the color story in evening clothes. While black manages 
to hold its own, white will, it seems, be very largely 
eclipsed by this color wave. The white satin dress is no 
longer the reigning favorite. And that, after all these years 
is news! 

Looking for highlights in these evening colors, we pick 
out blue. Soft misted shades. Larkspur blue. Pre- 
Raphaelite blue, named after a school of romantic painters. 
Blue is a good color for general promotion. Bright ruby 
red is another. For high style news, the tangerine and or- 
angeade family launched in the last Paris openings. A 
range of dark shades keep the light colors company. Berry 
shades. Blueberry. Blackberry. Garnet and Plum shades. 
Dark brown. Dark Green. 

The importance of these dark shades, together with black, 
is part and parcel of another fashion—the interest in din- 
ner dress types and in convertible costumes that can be 
changed with one gesture from late afternoon to evening, 
by the removal of jacket or capelet. The REcorDER has 
often commented upon the importance of this type of demi- 
dress costume. Its continued sponsoring in the last Paris 
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and the New Evening Footwear 


By RUTH HARRINGTON escapade Yrs Bo 
suitable for afternoon. The sheer metal 


top is formal enough for dinner wear. 


openings gives it a great increased significance as the season Opposite page: Black velvet dinner 


oe dress showing the wrap-around bodice 
In evening silhouettes there is endless interesting detail. and the built-up back. 


But perhaps only three things that apply directly to shoes. 
(1) The long lines continue. (2) There is noticeable in ® 
many collections the tendency to lift the skirt lines in front, 
both at the waistline and hemline—making the front part 
of the foot important. (3) Shoulders are built out in ex- 
aggerated width. In wraps, this effect is gotten through 
puffed sleeves. In dresses, through the addition of ruch- 
ings, feather trimmings or ostrich boas in contrasting color, 
giving what has been called the “family album look.” In 
dress fabrics velvet takes the spotlight. That is not un- 
usual for thi: time of year. But this season the spotlight is 
bigger and is expected to last longer! 

Partly this is due to the adaptability of velvet to the 
Victorian charactef of formal fashions. Partly to an able 
co-operative program of promotion by the velvet makers. 
This program has been so thoroughly and effectively done 
that it has influenced the Paris couture as well as the do- 
mestic market. Velvet came back here in the latest Paris 
importations, as a well-trained boomerang should! 


A kinds of velvet are in 
focus this year. Stiff velvets, soft velvets, deep pile and 
short pile. With the accent on dull velvets and crinkled 
velvets. One of these crinkled velvets has kept the cables 
hot. In Paris, they call it “Paysan.” Over here it is nick- 
named “Sapajou,” after a little wild monkey with a 
wrinkled skin! 

When it comes to actual count, crinkled crepes will be 
the standby of dress departments. They have reached the 
popular stage, although they are still shown in all the bet- 
ter houses, too. Taking their cue from the crepes, satins 
are taking on a crinkled surface too and are coming into 
the fashion picture. Sometimes they are called “hammered 
satins” because they give the effect of hand-hammered 
metal. The so-called ‘“semi-sheers,’ fabrics of the crepe 
Roma family, should not be forgotten, especially as some 
of the most daring and interesting of color combinations 
(blue with fuchsia, for instance) are being done in these 
lighter textures. 

And then there is woolen for evening. Yes, we do mean 
w-o-o-l-e-n, from black sheep and other sheep! Fine wool 
crepes. Jersey Broadcloth, a feminine version of a din- 
ner jacket. It’s the Winter expression of the same desire 
for something different that produced cotton evening 
dresses this Summer. Best & Company had a window of 

[TURN TO PAGE 38, PLEASE] 
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More Work—More Work Shoes 































Here are three models that might 
be described as popular styles in 
work shoes. Each has certain 
points of construction that appeal 
to particular classes of wearers. 
The one at the top carries a soft 
box ahd is preferred by many men 
for that reason. The shoe in the 
middle is the regulation Blucher 
work shoe with stiff box. At the 
botfém is the moccasin pattern, 
whosé popularity has shown an 
increase of late in many localities. 


Vast Programs of Public Works, Together 
with the Trend toward Accelerated Indus- 
trial Activity, Suggest Greater Opportuni- 
ties in a Field That Has Been Neglected— 
Some Sales Hints That Should Produce 
Profitable Results for the Merchant 


By JAMES G. MUIR 


Field Manager, Sales Department 
Wolverine Shoe & Tanning Corp. 


, re selling of work shoes 
must start with the shoe. Here “the shoe is the thing.” Not just any 
shoe, made of heavier leather by crude workmanship to look as though 
it should be the complement of a pair of overalls, but instead a shoe 
which can be sold. A shoe so well designed, so carefully constructed, 
whose every part is so admirably well suited for the task at hand, that 
we will have in such a shoe, when we come to display it to a prospective 
purchaser, an article which will create real enthusiasm: first with the 
seller, and later, when he better understands what is being offered to 
him, a responsive spark in the mind of the buyer. 

The average man who wears work shoes spends not less than two- 
thirds of his life in them. There is no other article of wearing apparel 
which so directly affects his health, his comfort and his efficiency as do 
his work shoes. Nowhere can the shoe retailer be more positive he is 
performing a service which is worth while, than he can when he makes 
sure that his work shoe customers are both well fitted and well shod. 

And where there is an opportunity for service, there is usually—in 
this case there is positively—an opportunity for profit. 

It is a lamentable fact, however, that there are far too few retailers 
who view their sale of work shoes as an opportunity for service. Too 
often work shoes are relegated to the farthest end of the store, are given 
very little, if any, display, or else only the cheaper grades are shown 
and these are displayed in baskets or on bargain tables. 

Where these are the methods of sale employed, the idea of selling a 
line of superior service shoes, carefully selected for the customer’s need 
and properly fitted to his feet, is almost entirely lost sight of. 

And where there is no worth while service performed there is no 
moral justification of profit. The mere act of being a depot where a 
cheap work shoe can be secured does not justify a 50 per cent mark-up 
on cost, nor a 33% per cent mark-up, or even one of 25 per cent. 

The only moral justification for any mark-up which will return to the 
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dealer a living margin of profit is to put first things 
first, to select a line of work shoes which are eminent- 
ly suited to the local trade, to be enthused over the 
possibilities to be found in this line to truly serve the 
wearer and to preach the gospel of this superior shoe 
to every work shoe wearer who comes under the 
range of this dealer or his clerks’ influence. 

Too often in the last two years the dealer has al- 
lowed the constructive end of his sales effort to be- 
come paralyzed. The demand has been for even 
lower prices. The temptation has been to buy cheaper 
and still cheaper, to sell on closer and still more close 
margins, in an effort to satisfy this demand. 


The chain stores and the 
mail order houses have also added a price complica- 
tion for the independent dealer which is most guz- 
zling. All of which has made it easy to be in the posi- 
tion of the man who couldn’t see the forest for the 
trees. 

When a man goes into the business of retailing 
shoes he has a definite objective in view. Usually he 
likes shoes, believes he knows enough about them, 
should he capitalize this knowledge, to be able to serve 
his trade well enough to cause them to return to his 
store as satisfied customers. 

Quite often this man starting up in his business has 
been a shoe clerk. Having more experience on the 
stool than anywhere else, it is natural for him to 
visualize the business he hopes to build from the angle 
of the man who sells. He has not yet acquired the 
managerial attitude, and the fact he has not is apt to 
be his strength. He is not yet anything like as much 
interested in policies as he is in sales. 

If this new retailer is successful in this venture 
most of his success can be attributed to this viewpoint, 
just as most failures of other and possibly older con- 
cerns can be charged to its loss. Sales are the life 
blood of any business. As far as shoe retailing is 
concerned, sales are made on the stool. Each sale is 
an individual problem whose correct solution must 
always be the sale of the best possible shoe for the 
particular customer, when the character of his em- 
ployment, his type of foot and the condition of his 
purse are all considered. 


The prospective work shoe 
customer will usually enter the store fairly well or- 
ganized as far as a defense of his purse is concerned. 
So well organized in fact, that unless the retailer has 
a good organization of his own the victory is apt to 
rest with the purse. This to the decided detriment of 
both the customer’s foot (which also means his health, 
efficiency, etc.), and to the dealer’s profit. 

It is not hard to understand why this should be the 
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case. Work shoes in the main are sold to working 
men. Even in the best of times, there are a good many 
items, all necessary, or at least very desirable, com- 
peting for the workingman’s dollar. To buy this 
means he cannot buy that. Shoes are an absolute 
necessity, yet if it is possible to save on the shoe bill, 
such savings must be made. The head of the house is 
the one who buys work shoes, and often he is the one 
who is the most self-sacrificing. 

The work of the retailer in this case lies clear 
before him. The demand for a cheaper work shoe 
must be diplomatically side-tracked. The foot must 
be examined. The possession of a long slim foot, or 
one five E’s wide offers a ready-made line of reason- 
ing for'a higher grade work shoe which will fit. 
Where the foot is normal in width, it is only the cour- 
teous thing to inquire as to the employment of the 
prospective customer, to find out the kind of work his 
shoes are expected to withstand. 


i 


This friendly, kindly interest, 
when backed up by an intelligent selection from the 
many kinds of work shoes of the two or three best 
suited to the job at hand, and when completed by a 
thorough and logical explanation as to what the bene- 
fits of these particular numbers will be, is a combina- 
tion which it is hard for the prospect to get away 
from. 

Most people have more interest in what they buy 
than the seller is apt to credit them with. The ma- 
jority of workingmen have had some first hand expe- 
rience with horses and cattle. Most of them have 
wondered, at one time or another, how it is possible 
for the substance on these animals’ backs to be 

[TURN TO PAGE 55, PLEASE] 


The launching of many large 
projects, financed out of 
public funds, will call for 
a lot of outdoor construc- 
tion work during the coming 
Winter. This should mean 
a sizable market for boots 
like the one illustrated here 
if they are properly adver- 
tised and promoted. They 
offer an opportunity for sub- 
stantial profits. 
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A is not peaches and cream 
in the bulk business. There is a touch of sourness 
coming to some of the big operators who have chiseled 
prices down to a point where the shoes can only be 
produced at a loss. 

One producer who sold his birthright for a bulk 
order found out that his organization back at the fac- 
tory had other ideas about it. When shipment day 
came, the shoes which went to the home office were 
right up to the sample, but about 200 stores in the 
immense chain received shoes direct from the factory 
that were certainly not up to sample. Inasmuch as 
the branch stores had no sample to go by the shoes 
were accepted and racked, the shipments verified back 
to headquarters and the big bill when paid in ten days 
actually netted a substantial profit. 

The loophole that permitted this deception was the 
change of policy at chain headquarters to save the cost 
of shipment and reshipment, handling and delivering. 
But eventually such practice did not serve as loopholes 
for orders taken at a loss. 

Such cunning is not a true reward. The first weak- 
ness was the producers’ eagerness for the order which 
produced the ultimate dishonesty. 


Nor so long ago the buyer 
of a big outfit greeted a factory representative as fol- 
lows: “Don’t worry, I'll be back with you and prob- 
ably sooner than you expect.” This volume buyer 
had been forced by “higher-ups” to cheapen the shoes 
just 24%4c worth. Think how easily this can be done! 
So easily that it would take a microscopic eye to de- 
tect any cheapening. But, the manufacturer said No, 
for his shoes were built to definite quality standard 
and that standard wasn’t going to be lowered even 
2¥%c worth for anyone. The buyer went the rounds 
and finally found a manufacturer who agreed to make 
shoes at the prices fixed. Somehow or other these 
cheaper shoes did not click. The shoes began to come 
in and quite naturally they were not in line, in shape 
and shoemaking, with the tried lasts and patterns on 






22. 


Undermining a Business for 2% Cents 





the shelves. The retail sales force began to feel the 
demoralizing effect of the cheapening and of course 
th® customer catches the infection. A business 
undermined for 214 cents. 

All along the line the chain of influences ignites one 
from the other, burning holes in the fabric of con- 
fidence. The chisel is a two-edged weapon and occa- 
sionally it cuts the hand that holds it. 


The cheapening process has just 
about reached its bottom. Even a mass order can’t 
do any more miracles when factories have no resources 
in reserve cash and no extra and easy customers will- 
ing to pay prices that will bring a profit to compen- 
sate for the losses for someone else’s sweet volume. 

A publicity counselor for one of the great grocery 
chains with several thousand food markets to contact 
writes us as follows: 

“Our business is making progress because we al- 
ways put the customer first. Suppose a food merchant 
starts palming off bum butter, poor eggs and wilted 
lettuce! Well, if he has 2000 stores today he will be 
lucky to have 600 next year. It is amusing to me 
that any man with even the slightest knowledge of the 
habits of the human race should be deluded into ex- 
pecting a business to be built on shoddy merchandise. 
There is a streak of sucker in all of us, but my how 
we hate to have it bared. And, when we discover 
that it has been bared, do we go back and do business 
with the merchant who has uncovered it? We do— 
like we hunt up leopards to sleep with! 

In our business we tell our supply houses don’t 
weaken and cheapen. It is for us to develop efficien- 
cies in distribution so as to give the public the most 
for the money. We. never forget to put the customer 
first. 

The day of taking advantage of the manufacturer 
even in the “wol’ume” game is about over, because 
that manufacturer can’t take the punishment any 
longer. Only a small minority can be cunning enough 
to profit by use of the chisel. 
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MAROTT’S 


INDIANAPOLIS, IND. 


To think of Indianapolis is to think of Marott’s. Their’s is one of the 
outstanding shoe stores of the nation—and 


Poll-Parrot Shoes 


are the featured line on their big third floor devoted exclusively to children’s 
footwear. 


And why not? Poll-Parrots are the natural choice of many of the nation’s 
leaders. From the big girls’ and boys’ to infants’ sizes, the Poll-Parrot line is 


complete, with numerous outstanding features. It is a good name, a popular 
name, and a marvelous line of all leather shoes built to high quality standards, 


yet profitably sold at popular retail prices. 


See the new fall set-up in this magnificent line 
of children’s footwear. 





Poll-Parrot Poll-Parrot 


“ht, ROBERIS. JOHNSON SRAND [22 


Granche. of_international Sho 


ST. LOUIS, MO. 
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THE HUMAN STORY OF A GREAT MERCHANT 





My LIFE of STYL 





AS TOLD TO ETHEL SHERMAN DANIELS 
By 
JULIUS GOLDBERG 


Eighth Chapter 


er shots and bad ones. 
The skyrockets and the duds. No artist is infallible. 
Florenz Ziegfeld spent thousands of dollars on an act 
or an incident of an act. Beautiful settings are built, 
actors and actresses spend weeks in practice. The di- 
rector sees it at rehearsal. It doesn’t click and he 
“junks” it. An artist will spend weeks on a painting 
and tear it up when it doesn’t come up to the stand- 
ard he has set for his work. The public must not see 
the failures. 

So, too, Julius Goldberg has had good shots— 
many of them—and he has also had a taste of those 
not so good. But his public never sees a style which 
his later judgment finds impractical. It is important 
to him, too, that his position as Ambassador of Fash- 
ion remains unassailed. So he takes the loss. 

“Most outstanding in my memory of the few times 
when new stock was “junked” is the incident of the 
white awning-striped shoes,” Mr. Goldberg recollects. 

“T had ordered made up an entire line of white 
shoes, with wide awning stripes of varied colors. At 
the time I ordered them I thought they were all right. 
Just when they were about due, the advance samples 
came in. I looked at them and shook my head. They 
would never do. Dresses that Summer required 
something less gaudy. 

“The shoes came. Orders were given that they 
were not even to be unpacked. We took the samples, 
showed them to some smaller town shoe dealers and 
they bought the lot at the low price we asked for 
them. ‘We took a loss, but kept to our standard in 
shoe fashions. That same type of shoe became pop- 
ular a few seasons later, but by that time there were 
other types of dresses.” 

Since then his “get it right first” motto has caught 
the mistakes in the sample stage. He works on an 
idea for months if necessary to get it to the degree of 
perfection he demands. The “Gloria Swanson”’ last, 
was an example of his perseverance. 







“About ten years ago,” Mr. Goldberg recalls, 
“there was a tendency among some of the smart 
women to want a new kind of short-looking last. For 
nearly a year I worked with manufacturers and tried 
to convey to them what was in the minds of these par- 
ticular women. 

“Our studio in New York sent for the heads of the 
biggest last companies, shoe manufacturers and model 
makers. I drew a careful, vivid picture of what I 
knew these smart women wanted. They wanted their 
feet to look smaller, due to the shortness of skirts 
during that period. They didn’t want the extremely 
wide ‘pancake’ last as it was then called. After months 
of solid work on hundreds of models, this famous last 
was created. Because Gloria Swanson was among 
those most persistent in conveying this picture to me, 
we named this last for her. 


“| hesitated for many months 
before I presented these shoes to the public. I was 
still chairman of the N. S. R. A., and although I had 
told them in all their publications, during the time I 
was working on the vamp, that the public was asking 
for a new type of last, I knew this would be an inno- 
vation. In all my interviews and at every opportunity 
that was offered me, I advised them not to stock up 
too much on long vamped shoes, yet some were afraid 
to follow me. ; 

“This short vamp was a tremendous sensation and 
remained in fashion for nearly six years, made in 
every conceivable material that was in vogue.” 

Changes in living conditions, new types of amuse- 
ments, and something even as detached as the daylight 
saving law, has had its influence on shoe styles as de- 
picted by Mr. Goldberg. : 

Because of the evening parties starting at the cock- 
tail hour, country club affairs lasting from late after- 
noon until the small hours of morning, and dinner 
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dances that began in the daylight because of the hour’s 
change in time, Mr. Goldberg looked all over Paris 
for an evening slipper that could be worn in America 
for the evening, but put on during bright sunlight. 


al sheen of satin was too 
gaudy and glaring for the sunlight,” Mr. Goldberg 
found. “I experimented with the dull material 
known as crepe de chine. One day, while walking 
down the Rue de Rivoli, in Paris, I met one of our 
manufacturers who made our bench-made shoes. He 
was rushing to make a train, but I stopped him and 
showed him my silk samples. 
“I’m looking for something to replace satin,” I told 
him. ‘Can this be made into evening slippers ?”’ 


% 


ty 


pore £0 er Lie Pe ee he ’ 


JULIUS GOLDBERG 
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SOME’STYLES THAT WENT WRONG 


.ve a style genius is not infallible. Julius Goldberg 
is no exception. Once convinced of an error, how- 
ever, Mr. Goldberg is the first to recognize it and never 
does he hesitate to pay the penalty of his mistakes. 

The famous Chicago shoe merchant recalls vividly an 
occasion when he placed a certain sizeable order for 
white shoes with wide awning stripes of varied colors. 
At the time when he ordered them he felt confident 
they would prove a knockout. But when the advance 
samples came in he began to experience misgivings. 

By the time the shoes arrived, Mr. Goldberg felt sure 
he had made a mistake. Orders were given that they 
were not even to be unpacked. The entire shipment 
of shoes was sold to dealers in smaller cities at a sacri- 
fice, but the style prestige of O’Connor & Goldberg 
was maintained unimpaired. 

The saddest part of the story was that the same 
sort of novelty achieved a considerable popularity sev- 
eral years later, when the styles in dresses favored a 
somewhat bizarre type of shoe. 

After that experience Mr. Goldberg decided to sub- 
ject every new style idea to the most exhaustive tests to 
make sure he was right before the order passed the 
sample stage. For example, when he was trying out 
crepe de chine, some years later, to determine its pos- 
sibilities as a shoe fabric, he had Mrs. Goldberg wear a 
pair of shoes of this material constantly for days, and 
under the most trying conditions, to determine whether 
they would stand up. Despite the contrary predictions 
of others, the fabric stood the test and another O-G 
success was scored. 

Experience had shown that it pays in the long run to 
“get it right first.” 





“He looked at the silk contemptuously and thun- 
dered back ‘NO.’ It took more than that to discour- 
age me, and I went on to a maker of costume slippers 
and asked him to make me two pairs of opera slippers 
of this crepe de chine. Within a week they were 
finished and the light dainty pump proved to me that 
it was what I wanted. 

“But, would it wear? I remembered the difficulty 
we had before we got satin to a state where it was 
serviceable, and did not want a recurrence of this diffi- 
culty. Mrs. Goldberg, who always travels with me, 
was again called to my aid. 

“Take these slippers,” I asked of her, handing her 
one of the pairs, “and wear them from the minute 
you get up until you take off your shoes at night. 
We'll see what kind of service they give. 

“Mrs. Goldberg was fascinated by these pumps 
too, and eager to help in this experiment. She wore 
them in the morning, afternoon, evening, while shop- 
ping, at dances, in the sun and in the rain, and even 
to the races. Those who have attended the races at 
Longchamps, in Paris, know what havoc a day there 
will play on even the most sturdily built shoes. The 

[TURN TO PAGE 38, PLEASE] 
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Dr. Shirley W. Wynne, health commissioner for New York City, lays down ten rules for the guidance of parents who are sending their 


children back to school. 


Prominent among them is the advice to make sure their feet are correctly fitted with proper shoes. 
is but one of many strong selling arguments that can be used by merchants to increase children’s shoe business in September. 


Here 
Make 


your school shoe window part of an effective and carefully planned promotion to produce the greatest potential volume of sales in the 
children’s department next month. Window display reproduced above was used by Elder & Johnson Co., Dayton, Ohio. 


Dramatize School Shoes in Windows 


And Plan a September Promotion to Sell the 
College Youths as Well as the Boys and Girls 


"Teer are two traditional peak 
periods in the children’s shoe business of the retail 
store, the Easter season in the Spring and school open- 
ing time in the Fall. Consequently these are both 
logical times to feature children’s shoes prominently 
in window displays, advertising and aggressive pro- 
motion. 

The promotional value of school opening, moreover, 
is not confined to the shoe store operating a children’s 
shoe department. The men’s shoe store can feature 
shoes for the college man and the high school lad and 
the women’s shop can concentrate its promotion dur- 
ing a week or more in September on types of shoes 


26 


that are especially suitable for the college girl and the 
older girls going to high school or boarding school. 
Public schools in most places open early in Sep- 
tember, shortly after Labor Day, preparatory schools 
and colleges somewhat later. The exact time of 
school opening is not necessarily the determining fac- 
tor in fixing the time for school promotions, however. 
It used to be customary for parents to provide their 
children, as far as their means would permit, with new 
outfits of shoes and clothing for the opening day of 
school. The greater variety of juvenile apparel now- 
adays and particularly the adoption of sportswear for 
children has modified that custom. For some years 
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Longest Wearing 

Sport Sole and 

Meek 2 tw te 8 

for Golf 

for Hiking Carry 
NON-SKID 


Write for the circular “Lift Your 

Store Above Competition” giv- 

ing full description of the vari- 

ous types of official Boy Scout 

Shoes, and the dealer helps 

which “open the 

road to Shoe-Sell- : 

s .. 99 A Jy 

ing Prosperity. a ie” } You merchants who are building reputations 
with each pair of shoes sold, do so because 
you render good fitting service along with 
good values. 


GRO-CORD Kicker-Toe Soles are well made 
to increase the wear of every pair. Fathers 
and mothers of the Cub or Boy Scouts are 
quick to note this—while the boy himself gets 
pleasure and comfort along with sure-footed- 
ness on a wet or dry surface. 


GRO-CORDS have a great many advantages 
that no other sole has without additional cost. 


GRO-CORD soles and heels are slip-proof and 
water-proof. 





Illustrative Card 
ey PR to Show Your Customers 
“Why Gro-Cords are Different” 


Style No. 721 (High Shoe). Style No. 913 (Oxford). 
Both medium shade tan elk with GRO-CORD sole, rubber heel. 
Match eyelets. High shoe with half-bellows tongue. Welt Scout Sent on Request 


B, 
The Oxford—same in black. 
Gents’, No. 923. Boys’, No. 924. Men’s, No. 925. 


ALSO IN-STOCK 
Outing Shoe—Brown Elk—Lace-to-Toe Blucher—GRO-CORD Sole— 
Rubber Heel 
No. 730—Gents’, BEI, OO Bi ic cincccsvcrnccocddasnne $1.75 
No. 731—Boys’,' 1/6, C and D 2.00 
No. 732—Big Boys’, 6%/8, C and D 
No. 732—Men’s, 8%/1l, © and D 
High cut, blucher boot, one strap and buckle top, GRO-CORD 
Kicker Toe Sole, Rubber Heel. 
No. 916—Gents’, 10-inch, 11/13%, C one Mb cagetsccnouasad * 60 
No. 917—Boys’, 12-inch. 1/6, C, 3 and 2.90 
No. 918—Men’s, 15-inch, 6%/11, c, D a Mibesctacavedes 3.60 


EXCE 
ee oe The GRO-CORD Kicker Toe Sole 


THE LIMA CORD SOLE AND HEEL CO. 


LIMA, OHIO 
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EVERY WEEK 
In “The Recorder” 


“How to Build Selling 


Shoe Windows” + + + 
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back it has been quite noticeable that children, during 
the first two or three weeks of school, are likely to 
wear their Summer sports clothes, Summer shoes and 
sneakers. The peak sales of school shoes are more 
likely to come when the weather changes. 

This makes the date for school shoe promotion a 
variable one, according to climatic conditions in dif- 
ferent parts of the country, but in general there seems 
to be a trend toward featuring school apparel and 
shoes one or two weeks later than usual, bringing 
these promotions closer to the middle of the month. 

Perhaps there is a little bit of selling psychology in 
this idea also. Nowadays we plan juvenile advertis- 
ing, promotions and window displays rather more to 
interest the boy or girl who is to wear the shoes than 
to appeal to the parent who is to pay for them. The 
boys and girls do not, as a rule, derive any great thrill 
from having the thought of school presented to them 
every time they walk down the street or look in a 
newspaper during the closing days of the vacation. 
It is a little more diplomatic to postpone our selling 
appeals until after school has actually opened, when 
children’s minds are once more taken up with school 
interests and when the renewal of school associations 
has made them more or less resigned to the fact that 
the freedom of vacation days is over. 


Having determined in his own 
mind the best time for a promotion of school or col- 
lege footwear, the merchant should then resolve to 
make a real job of it so as to develop some real re- 
sults. A perfunctory ad or window display can hard- 
ly be expected to produce any great impression. The 
most effective mode of procedure is to lay out a plan 
for a complete promotion, including some interesting 
ads, a direct mail piece and one or more effective 
window displays. Remembering that any sort of pro- 
motion should have some novel idea back of it, the 
shoe man should try to build his entire school shoe pro- 
motion around an idea that will arouse some genuine 


interest both among the children and parents in the 
community. 

Quite a number of children’s shoe departments have 
attained marked success through the promotion of a 
juvenile style show in the store, with advertising, win- 
dow displays and some spectacular features like a pa- 
rade with story book characters in costume that can 
be tied up with the brand names of the shoes. In 
these style shows the new season’s models are dis- 
played on the feet of boys and girls in the shoe de- 
partment. Of course the main objective is to draw 
children and their mothers into the department and the 
style show has been found an effective way of doing 
it. To promote interest in such an event it must be 
featured prominently in ads and window displays. 

A contest in which children will engage is another 
idea that can be used to build interest in the school 
shoe promotion and get the little customers into the 
department. Have a guessing game of some sort or 
a competition that will appeal to the imagination of 
the youngsters and attract them to the store. Offer- 
ing a small prize, like a pencil case, to every child 
who buys shoes during school opening week, has 
proved successful in a great number of instances. 


[, planning the school shoe window 
display, it may be decided to make the merchandise 
the main center of interest and merely suggest the 
idea of school opening in backgrounds, panels or 
display cards that carry sketches and messages de- 
voted to the idea of school opening. Or it may be 
thought advisable to build quite an elaborate display 
for this important event on the merchandising calen- 
dar for children’s shoes. Since it is such-a favorable 
opportunity to get the attention and good will of 
youngsters and at the same time to cash in on pub- 
licity with actual sales, the department head can feel 
justified in giving his school opening window a great 
deal of thought and effort, even to the extent of car- 
rying out some such novel idea as that shown in the 
accompanying photograph. Such displays appeal to 
the imagination of the child and also serve to remind 
the mother that it’s time to think of school shoes. 


Many manufacturers of children’s 
shoes are going to great lengths in supplying promo- 
tional material for window displays and advertising 
and have worked out plans by which the store can 
install novel types of children’s departments with 
special furniture and decorations suggesting fairyland, 
history or animal life. The retailer who carries one 
of these lines of shoes will find it comparatively easy 
to obtain window material from which an attractive 
school shoe display can be devised. And his: task of 

[TURN TO PAGE 54, PLEASE] 
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FROM WORKROOM TO WEARER 


THE NEW 


PERFECTED FELT FOR SHOES 


1S A SUCCESS 


A Matching Ensemble of Beaufelt 


@ BAG of Angola Beaufelt, designed for 
United Carr Fastener Company, by Bagcraft, 
New York City. 

@ SHOE by Weissman-Sass Company, Inc., 
Brooklyn, New York. 


\ 3 <4 a &: 7 > ee 
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¢ \ ue : = aah } A 
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Beau FELT is fashion-right. Its dull mat finish combines perfectly with all 


the correct leathers and blends with all the leading Fall fabrics. Beaufelt makes a beautiful 


shoe which will hold its shape through many wearings. It can be worked in any process. 


Beaufelt is practical for it is water repellent, moth repellent, sunfast, and has unusual ten- 


sile strength. It will not crock, scuff, or mar, and will never wear shiny. Shoes of Beaufelt 


can be promoted with other accessories, for Beaufelt is the leading fabric for hats, Peis 


belts; and hand bags. Write or call us for samples. 


1S oy a Oe a a Ge 
SUNFAST 
WATER 
REPELLENT 
MOTH | 
REPELLENT 
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THE FELTERS COMPANY, INC. 


MAKERS OF FINE FELT FABRICS 
300 FOURTH AVENUE, NEW YORK CITY 


BOSTON CHICAGO ST. LOUIS DETROIT SAN FRANCISCO LOS ANGELES PHILADELPHIA 


GRIESS PFLEGER & COMPANY, INC. CANADIAN LEATHER COMPANY, LTD. 
Cincinnati, Ohio Montreal, Canada 
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RUBY KID 


REPEAT SALES ASSISTANT IN 


BOB HARLEY 


SHOES FOR MEN 


In merchandising the BOB HARLEY 
shoe for men, its manufacturers, The 
H. C. GODMAN CO. of Columbus, 
Ohio, lay especial selling emphasis 
upon the quality of the leathers used. 


Because RUBY KID consistently shows 
them the same characteristic value 
and beauty in every pair produced, 
they have adopted it as their standard 
black kid leather. 


They have found RUBY KID exerts a 


very definite repeat sales influence. 


ee ae 


JOHN R. EVANS & CO. 


Camden, New Jersey 


PHILADELPHIA, PA. 
BOSTON CINCINNATI 
ST. LOUIS MILWAUKEE 


Standardize on [ j Cran. Brand 
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Bob Harley shoes are carried in 
stock in six different styles. 


Three of their instock black (Ruby) 
kid numbers are herewith shown. 


RE ER Fon RE Mor RO LAMBRA AN Mt vor og ate 
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SHOES FOR MEN 
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Shoe Stores Must Advertise! 


“When Your Cash Register 
Stops Ringing, Then Your 


Doors Will Soon Be Closed.” 


—H. R. PARNELL 


Acker’s Shoe Stores 
Abilene and San 
Angelo, Texas. 


To emphasize what he had 
in the back of his mind, as he enunciated the clear- 
cut statement quoted above, Mr. Parnell quickly fol- 
lowed with this: 

“The trouble with most merchants is that when 
times get tight they cut off their advertising, and up 
goes their selling cost. And I can prove this to you, 
too. Wait until I find the June 11 issue of your pub- 
lication.” 

Time out for a line or so about H. R. Parnell. He 
has two shoe stores under his management, one in 
Abilene and the other in San Angelo, Texas—both 
operated under the name of Acker’s Shoe Store. 
Whether you agree with him or not, get this—the 
stores made a net profit for the past period of 12.11 
per cent. 

Then with the REcorpeErR spread out in front of him 
he proceeded to illustrate his point by comparing the 
figures released by the National Shoe Retailers Asso- 
ciation on shoe store operations in 1931 with his own. 
Quickly his finger went down the column of expenses 
as he commented: ‘‘Pay roll too high. Miscellaneous 
too high. Now his rent is in line, but the advertising 
is too low.” 


“If these same shoe stores had spent more money 





SALES AND EXPENSE FIGURES 


Based on Actual Experience of 
Acker’s Shoe Stores, Texas 
SALES 


Hose and Miscellaneous 
Totals 

Less Cost of goods sold 
Gross profit on goods sold 


EXPENSE 


Salaries 

Advertising 

Stationery, Tags and other supplies 

Postage 

Utilities—Lights, water, gas and telephones 
Repairs 

Cash short 

MES 5 5a 60-47 .be Vic asin 44-5 vies eb Uieene eee RO RA 
Merchandise repairs 

Old merchandise charged off 

Donations 

Moving expense 

Insurance 

Rent 

Dues and subscriptions 

Freight and express 

Total expense 

Net profit from operations 

Add discounts taken 

Net profit for period 





for advertising it would have pulled their selling 
cost down at least three per cent. 


“The way I see it, most shoe men are not adver- 
tising enough. The first thing they do is to cut 
down on advertising. When they do this they cut 
their volume and profit.” 

“Compare our statement with the published figures 
of these other shoe merchants. You will notice that 
our selling cost was 11.77 per cent, advertising 7.36 
per cent, a total of 19.13 per cent. Against our fig- 
ures the averages of all stores was selling cost 17.5 
per cent, advertising 3 per cent, or a total of 20.6 
per cent. 

“We spent two and one-half times as much for ad- 
vertising as the general run of stores, yet our selling 
cost was lower. What is even more important, the 
stores reporting operated at an average loss of 1.8 
per cent, while we made a net of 12.11 per cent. 
What more argument is needed to prove the old say- 
ing, ‘It pays to advertise.’ !!!” 

“The summary gross profit is 29.7 per cent. Ours 
is 38.70 per cent. Advertising is again largely re- 
sponsible for this great difference in results. 

“The reason we are so far out in front is that we 

[TruRN TO PAGE 55, PLEASE] 
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tohL- Weighs 
Colored Calt 


THE SWAGGER GIRL 


She will be tailored and tweedy! 


They say these little swagger suits for the chic ladies sell for a 
song. They go in for color, too. Wine reds, brown, rust brown, 
and rustic green. 

These suits call for the swanky oxford. Sturdy shoes with smart, 
sturdy lines. 

For these the superiority of light weight calf is unquestioned, giv- 
ing the shoe both gimp and style, with a mellow feel that gives 
comfort to the feet and easy, therefore economical, to keep clean. 
Ohio’s Light Weight Calf in Colprs meets the prevailing modish 
demand for smart, sturdy footwear for women, in which shape- 
holding long wear is a prime requisite. 

The shoe illustrated combines two shades of rich brown, one con- 


trasting and beautifying the other. 


Swatches of this beautiful leather 
will be sent on request. 


THE OHIO LEATHER CO. Garp onto 











“The Biscayne’ — made of 
Ohio’s No. 334. tip iin and 
foxing; No. 529 for the vamp 
and quarter. 16/8 oatinentel 
heel. Cae a 3 $6. 

net on poms 
by Shoe Co. 
Lt. F Ohio 
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OTHER 
PEOPLES 


om sizes constitute a problem 
in most shoe stores. The person with a very small 
foot, as well as the one possessing a generous pair, 
wants shoes when he wants them. Jim Moorehead 
(James Moorehead, Jr., to you), Quincy, Mass., 
shoeman, solved this problem by the means of his 
“special size” book. In this book is recorded the 
name, address and footwear details of all his custom- 
ers who come under the category of wearing “end 
sizes.” 

This little book pays for its upkeep many times in 
the course of the year and adds greatly to the pres- 
tige of the store. The hard-to-fit customers have a 
kindly feeling toward Jim when they hear his voice 
over the phone telling them something of this sort: 
“T am just ordering some new shoes which will be 
in the store in a few weeks. That will be about the 
time you generally buy a new pair. I know you had 
considerable difficulty in getting fitted in the past, 
so I am ordering a pair in your size for you. No 
deposit is required, and there is no obligation if they 
do not suit you.” 

Jim says that many of his shoe friends try to kid 
him about this book, but he believes the joke is on 
them, as they do not know of the many sales trace- 


able to this idea. 
xk * * 


Fi regard to the leading colors 
for the Fall Season I think that we can safely say 
that Brown will be better than it has been for some 
seasons past,” believes Harold R. Williams of Berg- 


doff-Goodman, New York. “Due to the interest 
shown at this time Burgundy or Ox-Blood should 
show up well. These two colors after black should be 
the leaders among the well-dressed women. Navy will 
not be prominent after the very early Fall. Another 
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HARRY R. 
TERHUNE 


interesting shoe for Fall is a stitched suede, the stitch 
running lengthwise on the vamp with a trim of pat, 
the whole giving the effect of a tri-material shoe. This 
# made up in either a pump or an oxford. 

“It seems now that cut-out sandals are about all 
through, at least for Fall. Plan suede sandals will go 
for ultra dressy daytime wear, and fabrics trimmed 
with materials as gold and silver kid, etc., for formal 
evening wear. Dyeable fabrics will still lead the pack 
for formal evenng wear. 

“A new note from Paris. Velvet. Many evening 
gowns are being shown in velvet and the velvet even- 
ing slipper will be an excellent complement to that 
type of costume. Velvet hats and velvet gloves will 
also play a part in the smart woman’s Fall wardrobe. 

“There is even more of the feminine touch in even- 
ing gowns this season than in past years. Daintiness 
seems to characterize them best. This daintiness will 
manifest itself in shoes, by simple lines, close atten- 
tion to finish, delicate pipings narrower collar trims, 
and small ornaments, all the details of which can 
only be found in shoes of quality. Quality shoes will 
come into their rightful place because most women by 
now have learned a lesson, and the lesson is that foot- 
wear deserves more attention than has been accorded 


it in the past few years.” 
x * * 


“My BIG IDEA is fitting 
the feet,” says M. D. Allen, De Kalb, IIl., shoeman. 
“T am just a small dealer in a small town handling 
the Enna Jettick line exclusively. If I can’t fit them, 
I won’t sell them. My percentage of walkouts is 
very small, they being mostly calls for something in 
the novelty line. ‘Sell them with the idea of seeing 
them again’ is what makes repeat customers, and they 
make a business a live, going concern.” 
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SHOE: LACES 


AN IMPORTANT LITTLE DETAIL 


The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY 


(Successor to Joslin Manufacturing Co., Established 1865) 


LAWRENCE, MASS. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 
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Extend Rubber Footwear Season 





With Early Promotion 


New Lines Offer Unusual Sales Opportunities 


i indication points 
to a great season for galoshes and rubber footwear, 
supported by new merchandise with new promotion 
possibilities which has many new features, making it 
unusually attractive to the consumer. 

To stimulate the interest in rubber footwear manu- 
factured in the United States, the Rubber Manufac- 


turers Association has distributed 100,000 window 
posters, appealing to the public to purchase American 


made rubber and canvas footwear, The sign indicates 


that the store displaying it sells only products made in 


this country. 
The many new advantages favoring the Fall lines 


All Rubber and € 


store 


" 





The Rubber Manufacturers Association has dis- 

tributed 100,000 of these posters, making an ap- 

peal to the public to buy American made rubber 
and canvas footwear. 


On the reverse side was an outline of the serious- 
ness of the invasion of merchandise made in 
foreign countries, which threatens to further in- 
crease unemployment. 


. the salesmen. 


make it necessary for the merchant to approach care- 
fully his selling plans involving his carry-over stocks 
from last year. The style elements, improved fastener 
devices and decidedly better quality offer many un- 
usual selling appeals that will have an immediate ac- 
ceptance over the footwear of past seasons. 
According to the figures gathered by the Depart- 


ment of Commerce, Bureau of Foreign and Domestic 
Commerce, in a survey which they conducted to 


determine the dealer stocks of rubber footwear, it 
was revealed in reports submitted by 8000 stores, 
that on March 1, 1932, style gaiters, both cloth and 
rubber, averaged in each store approximately 138 
pairs. It is obvious that a practical selling plan 
should be developed at once to rid the shelves of 
any merchandise that will have a resistance when new 
footwear is promoted. 


With the averages indicating a small 
carry-over stock in each store the obsolete merchan- 
dise can be moved with a sales plan organized among 
Any number of ideas familiar to the 
alert merchant can be introduced. A store contest 
always has its advantages and with a limited number 
of pairs to be disposed of can generally be depended 
upon to accomplish the desired result. Whatever 
method the merchant may employ to get his rubber 
footwear stocks in good condition for the big season, 
his first decision should be an early announcement of 
the plan. 

With the rubber footwear merchandise carried 
over from the previous season disposed of, be pre- 
pared to launch a vigorous campaign, introducing the 
new lines of all weather types. There are just as 
many reasons for sales promotion of rubber footwear 
in September as waiting until November or Decem- 
ber, when the weather becomes the urge on the part 
of the merchant to push this merchandise. With the 
inception of the fall shoe business to each customer 
have the sales force suggest a pair of galoshes, and 
a pair of rubbers. There is a greater consciousness 


on the part of the consumer to protect a new pair of 
shoes from the elements when they are new, than 
when driven to do so from sheer necessity. 

[TURN TO PAGE 54, PLEASE] 
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LITTLEWAY LOCKSTITCH 


FOR ATTACHING RUBBER SOLES 
with the (AMG SOLE STITCHING MACHINE — Model C 


The WM Sole Stitching Machine — Model C can now be used for 


attaching lightweight, close edge, thin shank, rubber soles. 


The lockstitch insures a flexible and durable method of fastening 
and offers possibilities for a type of footwear especially practical 
for nurses and other uniformed attendants. 

In fact, every woman is a potential customer for at least one pair 
of lightweight rubber sole shoes for town wear on those frequent 
days when pavements are wet. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Evening Fashions and New Evening Footwear 


black broadcloth dinner dresses recently 
and they predict great things for this 
fashion. 

As you probably noticed in our Paris 
cables last week, woolens for evening 
were again sponsored by the French 
dressmakers. Mainbocher did a white 
flannel evening ensemble, if you please. 
Outside the big centres the demand 
for such a radical fashion is bound to 
be limited. But it is something for 
shoe men to know about. Some of their 
smartest customers will be wearing 
woolens after six as well as before. 


Formal Evening Shoes 


So much for the first installment of 
our evening story. Now how do the 
evening shoes in the market fit into 
this picture? What will women want 
in footwear to complement these 
clothes? What can a store handle prof- 
itably in this year of careful buying? 

The variety in evening costume col- 
ors is a good fashion argument in favor 
of the multi-color slipper. This, many 
people feel, is the new note in evening 
shoes. By multi-color, we mean two 
things: 

(1) Paisley brocades incorporating 
three or more colors; (2) Contrast ef- 
fects in leather or fabrics, such as a 
sandal made with a vamp of one color, 
a quarter of another, or a slipper made 
from strips of fine suede. 

There has been a decided flurry for 
paisley brocades in the market the last 
week or so. Several high style houses 
are featuring the contrast idea in fabric 
or leather. The idea is not so practical, 
by a long shot, as dyeable crepes. But 
it is not so difficult to handle, on the 
other hand, as a one-color novelty. A 
well chosen brocade can do service for 
several different costumes, or to show 
several different customers. Whether 
multi-colors will go over is still an un- 
answered question. As a promotional 
feature, with a few pairs for window 
dressing, it deserves immediate atten- 
tion. 


Dyeable Evening Shoes 


Retailers agree that the major por- 
tion of their evening appropriation 
should go into dyeable shoes. Shoes to 
be dyed to match the dress or its acces- 
sories, in darx colors as well as light. 
And since crepes are so important in 
ready-to-wear, crepe is the logical 
choice in fabrics for shoes. 

The kind of slipper crepe that looks 
best to us is the practical faille con- 
struction, in the dull finish and with a 
twisted or “corkscrew” thread. Plain 
crepe, or a plain flat faille crepe, is too 
plain and too flat for all the crinkled 
dresses we are going to see. A very 
heavily pebbled or crinkled crepe won't 
do. It makes the foot look too big, and, 
if it isn’t exactly the same crinkle as 





[CONTINUED FROM PAGE 19] 


the dress, it’s too bad too. But a fabric 
with just a suggestion of the twisted, 
crinkled texture and a comparatively 
dull surface—that’s the safe, sane, and 
smart choice! 

Plain satins we have always with us. 
Moirés too. Jacquards. Dyeable bro- 
cades. All of them are represented. 
None are especially outstanding unless 
they are combined with crepes. This 
combination of surfaces is excellent. 

Some shoe men up at the top, where 
style begins, are working with crinkled 
satins. The more daring are making 
up some shoes in dress house fabrics. 
Necessarily an embossed fabric, crinkled 
satin will be a tricky type to handle. 
But where there’s a fashion will, there’s 
usually a way! 

Another fabric family that is emerg- 
ing from the experimental stage, like a 
butterfly from its chrysalis, is the Las- 
tex family of shoe fabrics. You have 
heard about this elastic yarn used in 
ready-to-wear. You will hear much 
more about it soon, in all types of 
shoes. When you are thinking about 
evening, Lastex for formal wear bears 
looking into. 


Velvet in Shoes 


What does the velvet fashion mean 
in footwear? Matching velvet shoes? 
Some. Undoubtedly. When a certain 
trend is very strong in ready-to-wear, it 
usually comes out in shoes. Whether 
that introduction makes money for its 
sponsors is another question. It usually 
adds something to their glory as style 
leaders in any event. 

Chanel of Paris showed velvet shoes 
worn with velvet gowns at her last 
opening. For the specialty shop with 
shoe and dress departments working 
together, it’s a perfect idea. For the 
average store a more practical velvet 
program might be: 

A few high shades in velvet in the 
narrow widths to tie up with contrast- 
ing accessories. Ruby red is one of the 
best of these accent shades. 

Black and dark brown velvet shoes to 
match dresses in these colors or the 
accessories worn with them. 

A smart way for a store to register 
velvet in a window display right now 
would be to show dark velvet shoes with 
black or brown velvet gloves. This ig 
the newest fad in velvet. Little shirred 
velvet gloves. You can get them in the 
market now. If you ask us, we will 
tell you where. Your customers, we 
are sure, will be interested. 

Before we leave the velvet subject, 
the dyeable crepe shoe, of course, is 


quite correct with velvet dresses. And 


dyed suede, while more difficult to han- 
dle, is very smart. 


Woolens and Shoes 


What to show with woolen dresses is 
another much discussed point. - It’s a 
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question that disturbs the upper-end 
houses, to be sure, more than the aver- 
age retailer. The consensus is this: 
As in the case of velvet dresses, dull 
crepes are possible. So is matching 
suede. Since these woolens used in 
dresses will be sophisticated in texture, 
color and cut, they will go in for the 
quieter type pf matching shoe. That’s 
why we don’t agree with the choice of 
contrasting gold or silver kid, for in- 
stance, with woolen dresses, although 
these leathers undoubtedly have a place 
this year in evening fashion. 


Evening Patterns 


The consideration of pattern comes 
last, because, while materials are fairly 
complicated, pattern seems to be sim- 
ple. This is particularly true of the 
houses making the medium or higher 
grades of shoes. They believe that 
when a woman wants an extreme color 
or a novelty pattern, she will choose the 
least expensive footwear. 

So it’s the simple sandal, except in 
the case of houses doing this highly 
specialized business. In most cases it’s 
the T-strap sandal, that gives the long 
graceful line demanded by the evening 
silhouette. The important thing about 
the sandal is the location of the cut- 
outs. There are few toes to be seen 
any more. The majority vote says: 
“Close the shoe up more. Put the cut- 
outs farther back on the vamp. The 
very open sandal has run itself into the 
ground. Let’s have more distinction 
and less novelty in evening shoes. Fine 
materials. Good, simple designs. Good 
reasons why women should be willing 
to pay good prices for evening foot- 
wear.” 


My Life of Style 


[CONTINUED FROM PAGE 25] 


entire grounds are covered with very 
fine gravel. Even heavy welt shoes 
show the effects of a day at the races, 
and the shoes look like a London fog, 
because of the fine dust. 

“After two weeks of steady wear, the 
slippers were standing up exceptionally 
well, I purchased bolts of thirty yards 
each of this material in twenty-eight 
different shades and colors and rushed 
back to America in time to get this 
footwear ready to inject pep and orig- 
inality into the late Summer styles. 
They met instantaneous favor among 
the fashionable women ... and the re- 
sult was the most successful mid-sum- 
mer season we had ever experienced. 
Members of the trade will still remem- 
ber the popularity of crepe de chine for 
party wear, and it has since become a 
staple shoe for ensembles in color. 
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ColorConference andLeather Show 


Exclusively a Presentation of the Tanners 


Council of America 


a 


[, several ways the Official Opening 
of American Leathers, Sept. 19 and 20, at the Hotel 
Astor in New York City, promises to be one of the 
most important exhibitions held in recent years under 
the auspices of the Tanners Council of America. Be- 
cause of its importance the tanners are especially 
desirous of a large attendance of shoe manufacturers, 
shoe merchants, wholesalers, traveling salesmen and 
all who are connected with the shoe industry. 


The conference comes at a 
crucial time, when, in the opinion of many, the indus- 
try is entering upon a more orderly and more pros- 
perous future. The degree to which improvement 
can be accelerated will obviously depend in a large 
measure on the wisdom with which business men 
conduct their business in the next few months. Wise 
decisions must be based upon knowledge. Plans of 
action must be laid in advance. The merchant and 
the manufacturer who know what is ahead are in the 
best position to take advantage of future develop- 
ments. 


The first step in planning a 
merchandising program for next Spring is to make 
sure of a sane, well balanced, business stimulating style 
program and the first step in developing such a pro- 
gram is to make sure of leathers and colors that will 
contribute to the stimulation of sales to consumers. 
At the Leather Show an opportunity will be afforded 
to see the new Spring colors in the leading lines of 
American leathers, to discuss their merits and to 
form an opinion as to the probable trends in shoe 
colors. In connection with the Leather Show there 
will be a Color Conference which will provide an 
opportunity for all branches of the trade to meet on 
common ground and aid in formulating a fashion 
program that will truly represent the cooperative 
effort of the allied industries. 

In a recent official statement, President Fraser M. 
Moffat, of the Tanners Council, said: 

“The National Shoe Retailers Association and the 
National Boot and Shoe Manufacturers Association 
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have hitherto, together with the tanning interests, 
participated in a Joint Styles Conference at the time 
of these leather openings. The dates arrived at, how- 
ever, Sept. 19 and 20, would seem this year to be 
too early for any authoritative information upon shoe 
and garment styles which naturally go together. The 
tanners, however, must of necessity have their Spring 
colors in production by that time. 


Md 
And so, after a most 
comprehensive and amicable understanding on the 


part of all three interests, the tanners are to lead off 
this year with their opening, which will be accom- 
panied by a “Color Conference” with no expression 
of style trends in footwear or garments. At a later 
date, to be determined, the retailers and manufactur- 
ers, together with the tanners, will hold such a styles 
conference.” 

For these various reasons the tanners are bending 
their efforts toward making the coming Leather Show 
and Color Conference a memorable gathering and are 
urging shoe manufacturers, retailers, wholesalers and 
salesmen to cooperate through their attendar ind 
participation. 


a 

The early date is an experiment,” 
says Mr. Moffat, ‘‘and retail and manufacturing in- 
terests, the tanners are quite sure, will watch it with 
much interest. They are heartily in sympathy with 
the decision of the tanners, and the early date for the 
leather opening reflects in no wise upon the under- 
standing between the shoe manufacturers, retailers and 
tanners. At a meeting held in New York on Aug. 10, 
representatives of the three associations arrived at a 
complete and amicable understanding and assurances 
were exchanged that so far as the manufacturers and 
retailers are concerned in the absence of a styles con- 
ference, their best efforts would be to help the tanners 
make this leather opening a success.” 

Tanners are planning an unusually interesting dis- 
play of the Spring leathers and it is anticipated that 
the coming show will be one of the most comprehen- 
sive ever sponsored by the industry. 
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HERE is one thing that 
manufacturers or retail- 
ers of slippers know they 
can depend on—and that 
is the uniform quality of 


ZAPON 


FOR SLIPPER UPPERS 





Add to this such things as 
durability, new colors, | 
modish patterns, superior | 
texture; and you have a | 
product unexcelled as a. 
continual and popularseller. | 


Send for samples 
THE ZAPON COMPANY 
A Subsidiary of Atlas Powder Company 


Stamford 1 Connecticut 








Convenient 
—For Your New York Stay 


Important conferences that require a re- 
laxed concentration place a cash value upon 
the livable distinction of the Hotel White— 
your New York headquarters. 


Hotel apartment suites of 1, 2 and 3 rooms 
—with serving pantry. Excellent cuisine. 


Rates from $3.50 for one person 


$5.00 for two persons 
Suites from $7.00 


A short walk from the Grand Central zone. 


HOTEL WHITE 


Lexington Avenue and 37th Street 
New York City Lexington 2-1200 











DeWitt Operated Hotels 


feature 


Unusually Comfortable Rooms, 
the Finest of Foods 





Rates Starting t £ $2.50 Single 


In CLEVELAND Its 
THE HOLLENDEN 


ELMER HOGREN, MGR. 
j 1050 Ri Il with Bath 
Gone d 4-Station Radio Speaker in Every Room 
Hotels In COLUMBUS Its 


are THE NEIL HOUSE 


Fine Hotels, TOM A. SABREY, MGR. 
Located 650 Rooms, all with Bath 


inthe tn AKRON Its 
a their THE MAYFLOWER 


Res ective C. J. FITZPATRICK, MGR. 


450 Rooms, all with Bath 
ities 4-Station Radio Speaker i in Every Room 


ite 
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NATIONAL NEWS 


» HOW’S BUSINESS 4 





Milwaukee Tanneries Busy 


MILWAUKEE, Wis.—If tanneries are 
busy it is usually always a sure indi- 
cation that the shoe business is in for 
an upturn. Milwaukee tanning plants 
are now’in full production, one having 
at the moment the best business in its 
history. 

At the A. F. Gallun & Sons’ plant 
working hours have been increased in 
the last few weeks until the force is 
now working a full five and one-half 
days a week. Business has increased 
until it is now at about the same level 
as it was last year at this time. 

Rapco Leather Co., South Milwaukee, 
is in full swing, operating at capacity 
for the past six months. They are 
working fifty hours a week. 

In the midst of a busy season is the 
Nelson Tanning & Dyeing Co. whose 
orders are such that they can continue 
at capacity until December. Their. 
schedule is six days a week, ten hours 
daily. An increase in the payroll was 
made on Aug. 1. 

With the volume of business the best 
in its history, the J. Greenebaum Tan- 
ning Co’s two plants are work‘ng at 
capacity. 

The C. Anstedt Leather Co. is run- 
ning at full capacity, making leather 
for shoes and garments. Advancing 
business has been experienced since 
July 4th. Orders are coming through 
in good volume and there has been a 
big increase in inquiries, according to 
Charles L. Troutwein, manager. 

Reporting the best prospects in six 
months, Harry B. Boulton, president 
of the Drisole Tanning Co. states his 
firm is running nine and one-half hours 
a day. Demand has improved for bet- 
ter hide parts as shoe manufacturers 
meet a returning call for higher priced 
shoes. 

At the J. Laskin & Sons, Inc., tan- 
ners, the payroll has been gradually 
increased in the past few weeks. 
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Kentucky Hopeful 


LOUISVILLE, Ky.—Local conditions 
have been showing material improve- 
ment and fall outlook is believed to 
be much brighter. Advancing cotton 
in the South has resulted in better busi- 
ness for local jobbers and manufac- 
turers. A materially reduced tobacco 
crop, but one which promises to be of 
good quality, should bring better prices 
than last year and more buying power. 
The coal mines are busier than for 
some months, and anticipate a big Fall 
and Winter, due to light Spring de- 
mand. Locally tobacco and cigarette 
plants are very busy and in fact handi- 
capped through lack of capacity in 
meeting demand for new cigarettes sel- 
ling at 20 for ten cents. One of these 
plants is employing 4,200 people. 
Gloom is being steadily dissipated. 





~ BACK TO SCHOOL 





“Fit your child with proper shoes,” is a very 
good suggestion contained in Health Commis- 
sioner Shirley Wynne’s outline of plans for par- 
ents’ guidance in preparing their children’s re- 
turn to school this Fall. As the Commissioner 
is talking to over a million children in New 
York’s schools, his words carry weight. 
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Shoe Plant at Capacity 


LEBANON, OH1I0—Charles Meis Shoe 
Co. has instituted operations at 11 to 12 
hours daily, with a schedule calling for 
1500 pairs per day, according to an 
announcement by Fred J. Condor, plant 
manager. 

Enough orders are on hand to keep 
the plant busy at this schedule until 
November 1. Salesmen have been called 
in because the plant is loaded with ad- 
vance orders. 

The heavy schedule is attributed to 
the unusual response given to a new 
type shoe recently introduced with an 
improved cemented sole. 


Zanesville Plant Busy 


ZANESVILLE, OHIO—The Rubin Bros. 
Footwear, Inc., which recently opened 
a shoe factory in Zanesville has re- 
ceived orders which will keep the fac- 
tory in operation to full capacity for 
the coming three months. The officers 
of the company are reorganizing the 
sales department of the company and 
will soon place on the road a corps of 
salesmen. The company recently took 
over the former Brown Manufacturing 
Co. and installed shoe manufacturing 
equipment. 


Busy Day and Night 


DauLas, Texas—After being shut 
down for two weeks for annual va- 
cations, Baker-Moise Hosiery Mills, 
manufacturers of ladies’ full fashioned 
hosiery, again began operating on a 
day and night schedule, starting last 
Monday, Aug. 1. 

This mill has been operating day and 
night, full force, since March 1931, 
eighteen months ago, employing one 
hundred and fourteen men and women 
in the factory. The office and sales 
force add another twenty-two people, 
making a total of 136 men and women 
employed in this mill—the only ladies 
full fashioned mill in the entire South- 
west. 





The Forgotten Man Remembers His Shoes 


[CONTINUED FROM PAGE 17] 


“Please understand that we are to 
continue with some low price shoes, as 
we realize the importance of this busi- 
ness, but the point we want to get over 
is to sell to the man that can afford 
better shoes that it is to his advantage 
to purchase them.” 

The outlook for more business in 
Louisiana, according to Ben A. Phelps, 
Shreveport, depends entirely as_ to 
whether the present optimistic feeling 
of the planters and small farmers that 
they will receive better prices for their 
commodities this year. If that hope is 
realized the outlook is better than it 
has been for several years, otherwise 
there is no indication of any vast im- 
provement. 

Concerning the merchandising policy 
of the house for Fall, Richard D. Hof- 
heimer outlines a consistent course for 
that aggressive group of Hofheimer 
stores in Virginia thus: 

“In the merchandising of our shoes for 
Fall, not only for men but for women as 
well, we are going to endeavor to have 
our windows as outstanding and as ar- 
resting as is possible of achievement. 
We are not going to do this by any great 
elaboration, but by economical and well 
thought out displays, the cost of which 
will allow a constant replacement of ma- 
terial and different designs. This, we 
believe, will maintain a continued inter- 
est in them, whereas if we were to resort 
to elaboration the expense would prob- 
ably be so great that it could not be con- 
tinually repeated. 

“In our advertising we are going to 
strive to carry a definite message, built 
around the idea of the importance of 
value, rather than the lowest possible 
price. Fairly low price lines will be car- 
ried, and through the means of these 
favorable price groups it is our hope 
that we can urge many people buying 
them, particularly those who have for- 
merly worn shoes in far higher priced 
lines, to purchase two or more pairs in- 
stead of only one, with the explanation 
that lower prices give them an oppor- 
tunity of having a greater assortment in 
their ewardrobe and that a _ regular 
change of footwear is not only going to 
give them greater comfort but will also 
help the condition of their feet.” 

Short and to the point comes a breezy 
bit of advice from Reub Metz, Chicago’s 
snappy secretary-treasurer of the N. S. 
R. A. 


“Show some cheaper priced men’s 
shoes (center of windows), but don’t let 
them predominate if you are going to 
hold your better trade. 

“Talk quality, not price all the time. 

“Remember, the cheaper the price, the 
more competition. Every shoe store is 
showing cheap shoes and 90 per cent of 
them look alike. ; 

“Where is the man that wants some- 
thing different, with a little distinctive 
something in his shoes, going to get 
them? . 





“Well lighted windows and store, and 
salesmen that look and act prosperous, 
full of pep and anxious to please. 

“Five dollars today is money, and the 
man that has five feels like the man that 
had $10.00 or $20.00 a few years ago. 

“Work hard, keep on the job yourself, 
watch things that you never dreamed 
of watching, and you will win out.” 

Here’s a man who has more than 
doubled his sales of men’s shoes in two 
years. George F. Runge has been sell- 
ing shoes in Paducah, Ky., these many 
years. From his years of experience, 
he contributes this concentrated “Five 
Points in Selling Men’s Shoes.” 

“Insist on correct fitting. 

“Feature $3.50 and $5.00 shoes in 
sizes and widths. 

“Use good newspaper advertisements. 

“Use government postals in direct 
mail. * 

“Push those shoes which have to be 
replaced, such as sports and ventilated 
patterns.” 

“We find that our sales have been 
holding up reasonably well,” says Gil- 
bert Hahn of Wm. Hahn & Co., Wash- 
ington, D.C. “As far as the Fall outlook 
is concerned, we cannot see why there 
should be any sudden increase in men’s 
business unless business generally picks 
up and men who have been out of work 
or only partly employed get back to a 
full pay envelope. 

“We have done or attempted nothing 
in a sensational manner to increase our 
men’s business. We have stayed very 
close to the same lines of shoes that we 
have always found to be profitable and 
have maintained our prices on a replace- 
ment basis. 

“We have always played sport shoes 
in season, particularly strong during the 
months of May and June. Eighty to 
ninety per cent of our men’s business is 
done on dress and active sport type 
shoes. After the sport season we play 
browns very strong and very seldom buy 
a black shoe unless we buy its com- 
panion in brown, and feature them in 
the windows with the result that our 
brown business runs from thirty-five to 
forty per cent. 


» TRADE DOINGS 4¢ 


Arthur Handler Promoted 


Akron, OHI0O—Arthur Handler, who 
has been with the M. O. Neil Company 
here for the past four years, latterly as 
assistant shoe buyer in the basement, 
has been promoted to basement shoe 
buyer. He succeeds J. A. Elinoff, who 
resigned effective Aug. 1, to join 
Strawbridge and Clothier, Philadelphia, 
Pa., as buyer of basement shoes. He 
had been associated with O’Neil’s four 
years. 


Mayor Operates Store 


TRENTON, N. J.—Since the death 
early in June of Frederick W. Don- 
nelly, Jr., the shoe store of Frederick 
W. Donnelly and Son, Inc., has been 
under the direct supervision of Fred- 
erick W. Donnelly, Sr., who in addition 
to his official duties‘as Mayor of Tren- 
ton, spends a considerable part of his 
time each day in the store. 

There is no doubt that under Mayor 
Donnelly’s guidance the store will 
flourish, because Mayor Donnelly at- 
tributes his hold on the people of Tren- 
ton, who have elected him to office for 
six terms, to his salesmanship, and he 
never fails to sell Trenton products 
wherever he goes. 


J. P. Wilkus Made Manager 


Kansas City, Mo.—J. P. Wilkus has 
been appointed manager of the Napier’s 
Shoe store at 1012 Walnut Street. He 
succeeds R. R. Deans, who resigned to 
accept a position with the Selby Shoe 
Company in New York. 

Mr. Wilkus has been active in the 
shoe business for the last ten years in 
Kansas City. He was manager of the 
I. Miller Salon of Sasniks, Inc., Win- 
ston-Salem, N. C., for a short time. 


Charles Seigelman Manager 


SPRINGFIELD, ILL. — Sally’s Smart 
Shoes, Inc., will add another link in 
their chain of shoe stores with the 
opening of their newest shoe depart- 
ment in the Mitzu Hat store, 526 East 
Adams Street. Charles Seigelman, 
who has been with the firm for over 
ten years, has been named manager of 
this store. 


Directs Penney Store 


DEs MOINES, IowaA—F. J. Ralph, for- 
merly, assistant manager of the J. C. 
Penney store at Newton, Iowa, is to be 
manager of the shoe department of the 
Penney store opening in Des Moines 
shortly. A complete stock of shoes is 
being installed. 


Makes Change 


WASHINGTON, Pa.—William J. Gru- 
ber, former manager of the Economy 
Shoe Store here is now manager of the 
Novelty Shoe Store, North Mainstreet, 
this city. 


Has Opening 

AMES, Iowa.— Cook’s Bootery had 
their opening July 30, and Charles 
Cook reports a very successful business 
on this occasion. 


Clay Lee Advanced 


PORTLAND, ORE.—Clay Lee is the new 
manager of the Oregon Shoe Store at 
Third and Morrison Streets. 
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AnkleHi is Skyhigh in Sales Appeal 


R. RETAILER—give a thought to your windows. Are 
they pulling as they should? Are your shoes displayed to 
the best advantage? Are you using AnkleHi Display Forms? 


Just try any open throat tie shoe with an AnkleHi Fairy Form. 
Notice how smartly it fits. s fone think of the added attraction 
this smartness has for window shoppers. No wonder leading 
retailers throughout the world have adopted Fairy Forms for 
all shoe displays. Style is brought out. Good looks jump at 
you. AND SA ALES INCREASE. 


Get acquainted with Fairy Forms 
and their sales appeal today. Order 
a few from your jobber—or write us 
for complete literature and FACTS. 








SHOE FORM tae Inc. 


Licensed Manufacturing Branches An adjustable 
United Last Co., Ltd., Montreal, Que. nnaaaldah hada 


This shoe is fitted with an AnkleHi Fairy Form, sample size 4B. Northampton Paris Frankfort Melbourne care of variations 
Price per pair $1.75. England France Germany Australia in shoe widths. 





























ILLINOIS COLLEGE 


OF CHIROPODY AND md ccacricatil 


THE HOTEL Vy ; A —— 


“| Chicago. Over 

35,000 foot cases are 

MO NTC LAIR Speen resp an aire ee : — — 
TH TH ession in this uncrowded branch of medical science. 
LEXINGION AVE. 49 TO50 ST IR Illinois College of Chiropody and Foot Surgery is 
entering on its twenty- -first year as the leading educa- 


S00 ROOMS tional institution in this specialized field. Two and 


three year courses leading to degree: Doctor of Surgical 

EVERY ROOM WITH BATH Chiropody. Three buildings, wide recognition, scien- 

From $3.00 per day = equipment, excellent faculty of chiropodists, 

ienemeaheeitibiintinstiaitiiiasts ph ysicians, surgeons, chemists and orthopedists. 35,000 

raueitnaiecanadinvuibeneeaes oot cases treated annually in foot clinics operated in 
A RADIO IN EVERY ROOM connection with the school. 

High school Education or the State Department of 


ee Core 4 ag oe : - be: miral Education equivalent required for entrance. Bulletin 
erminal an \e le otor Coac tation. upon request. Dept. RS3. 


Ten Minutes by taxi from Pennsylvania Sta. pie : 
: ; 4 Illinois College of Chiropody and Foot Surgery 
American Home Cooking Served in a Notable Restaurant 1327 North Clark Street Chicago, Illinois 


Se es Serene Meee ae 
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WHERE TO BUY 


Dancing Shoes and Taps 





TAP SLIPPERS 
IN-STOOK 

Biack Kid One suse 

patent Leather’ Sar 

Strap $1.65 

Ribbon ties Sc. extra. 

BROOKS SHOE MFG. CO. 


Philadeiphia 











il el aid 


WHERE TO BUY 
Men’s Shoes 





























B08sTO 
ARonic 10 HIGH 8T. 








Ie phat 
Sis Bobo 
().. A. PACKARD CXARDCO. “mata (P) 


and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 
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PLANE WRECKED AT NEWFOUNDLAND 





AuBuURN, N. Y.—Recent newspapers 
carried accounts and illustrations of the 
take-off for Oslo, Norway of Thor 
Solberg and Carl Petersen in the ses- 
quiplane, Enna Jettick and the sub- 
sequent crashing of the plane in 
Newfoundland. 

The plane was a large Bellanca with 
a 525 .horse power motor, a wing 
spread of 65 feet and a length of 40 
feet. 

Mr. Solberg was accompanied on the 
flight by Carl Petersen, who was radio 
operator for Admiral Byrd on his ex- 
pedition to the South Pole, the load 
test and tuning of the Hornet motor 
being taken care of by Bernt Balchen, 
himself a transatlantic flier and a com- 
panion of Admiral Byrd at the South 
Pole. 

According to F. L. Emerson, presi- 
dent of Enna Jettick Shoes, Inc., 





At 70, Opens Branches 


TACOMA, WasH.—C. M. Pessemier, 
Tacoma’s pioneer shoe merchant, 
opened his first shoe store at 912 Sec- 
ond Ave., Seattle, in 1888. He moved 
to Tacoma in 1906, opening Pessemier 
Brothers Shoe Store in January of that 
year. In 1918 the Pessemier Bootery 
was opened at 1112 Broadway. The 
firm was reorganized in 1924, Mr. 
Pessemier taking in his three sons, 
Walter, Victor and C, J. in the partner- 
ship. 

Now at the age of 70, Mr. Pesse- 
mier is still taking an active part in 
the business and announces the firm 
has opened two new shoe departments 
in the Fisher Department store. Mr. 
Pessemier’s hobby is raising roses and 
other flowers in his spacious grounds. 


Vogue Bootery Incorporates 


INDIANAPOLIS, IND. — Articles of in- 
corporation have been filed here with 
the secretary of state by the Vogue 
Bootery, Inc., of Fort Wayne, Ind. The 
corporation has an initial capital stock 
of 1000 shares having a declared par 
value of $10 each and will deal in foot- 
wear. The first board of directors is 
composed of Claude M. Bobilya, Wil- 
liam T. Regemauer and L. J. Bobilya. 





Auburn, New York, whe was one of the 
sponsors of the flight, Mr. Solberg had 
planned to fly the plane, Enna Jettick, 
from the Floyd Bennett Field, New 
York, to Oslo, Norway “in the first 
transatlantic flight between these two 
points, stopping at Harbor Grace, New- 
foundland for refueling. 

Unfortunately, the fliers encountered 
a thick fog between Nova Scotia and 
Newfoundland and were unable to lo- 
cate their destination. They attempted 
to circle around until the weather 
cleared. With a supply. of gasoline 
which momentarily threatened to be- 
come exhausted the necessity of landing 
became apparent. His vision obscured 
by the thick fog, Solberg landed the 
Enna Jettick on rough ground, damag- 
ing the plane severely. Solberg and 
Petersen both escaped from the crash 
with minor bruises. 


New Store for Men 


PHILADELPHIA—The new Wanamaker 
Men’s Store, the largest of its kind in 
the world, designed to establish Phila- 
delphia as a retail merchandise center 
for men rivaling London, is being hur- 
ried to completion to meet the upturn 
in retail buying which the recent busi- 
ness trend appears to forecast for the 
near future. A definite date for the 
opening has not been decided upon, 
but early October has been fixed as the 
goal. 

The new sore, to be housed on the 
eight lower floors of the recently com- 
pleted 26-story Lincoln-Liberty Building 
at the corner of Broad and Chestnut 
Streets, is planned to supply under one 
roof all the most exacting requirements 
of the sportsman and the well dressed 
man. John Wanamaker selected the 
location during his lifetime in the be- 
lief that William Penn was right when 
he designated Broad and Chestnut 
Streets as “ye center of ye city.” 


Heavy Buying 

BolsgE, IDAHO—Extra heavy stock of 
Red Cross shoes has been stocked by 
the Cinderella Shop of Boise, accord- 
ing to E. E. Gerard, shoe department 
manager. 
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>» TRADE DOINGS ¢ 


Heads New Last Company 


New YorK—The Sterling Last Cor- 
poration has been recently organized 
to succeed the New York Last Com- 
pany. This new organization is 
headed by Lou Sterling as president. 
Modern machinery and complete up-to- 
date equipment has been procured for 
the manufacture of quality lasts. 

The Sterling Last Company will be 
located at 335 East 27th Street, New 
York City, in the old quarters of the 
New York Last Company. W. P. 
Becker is vice-president and N. L. 
Woodward is treasurer. Mr. Becker 
will have charge of production while 
Mr. Woodward will have charge of 
model making and styling. 

Lou Sterling is very well known in 
the New York trade and: many shoe 
manufacturers depend entirely upon his 
advice regarding their lasts. All origi- 
nal models of the New York Last Com- 
pany are in the possesion of the new 
Sterling Corporation, and shipments of 
new lasts are already being made. 


Buffalo Shoe Men’s Outing 


BuFrFraLo—The 28rd annual joint stag 
outing and field day of the Buffalo 
Shoe Retailers and Travelers’ associa- 
tions was held August 17 at the 
Bachelors Club, Genesee Street near 
Tansit Road. Groups arrived at the 
picnic grounds at 10.30 A. M., in autos 
and buses, and by mid-afternoon there 
were approximately 200 present, enjoy- 
ing themselves to the utmost, despite 
unfavorable weather conditions. The 
outing lasted until midnight. 

A varied program of athletic events, 
including a baseball game and a horse- 
shoe pitching contest, was postponed be- 
cause of stormy weather. 

Enthusiasm, however, was not di- 
minished by the poor weather, for the 
shoe men took shelter in the Bachelor 
Club quarters, where entertainment was 
provided. 

Among those present were Ross 
Graves, Frank J. Offermann, Ray 
Schalk, Larry Schwab, Judge Samuel 
Dickey, Congressman Edmund F. Cooke 
and Howard Dickey. 

The program was planned and super- 
vised by the following committee: 
Harry J. Deters, general chairman; 
Clarence Lanich, tickets; Oliver La 
Rue, sports, and Harry Johnston, re- 
freshments. 

Shoe men from Rochester, Batavia, 
Medina, Lockport, Tonawanda, Lan- 
caster, Hamburg and Niagara Falls 
were in attendance. 


C. E. Smith Made Manager 


EUGENE, ORE.—Chester E. Smith, has 
taken over the management of the 
Shoe Department of Montgomery, 
Ward & Co. 
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Suburban Detroit Changes 


DetTRoIT—D. C. Richardson has 
moved the Richardson Boot Shop from 
the northwestern part of Detroit, at 
12122 Linwood Avenue, to the extreme 
southeast section, at 14316 East Jeffer- 
son Avenue. The store is under the 
management of Miss Florence Burke. 

Julius Schultz, proprietor of an old 
shoe store at 2907 Gratiot Avenue, has 
closed this location, and is now, it is 
reported, operating a store in Howell, 
Mich. 

The Twelfth Street Bootery, opera- 
ted at 8700 Twelfth Street by J. 
Maskin, has been closed. 

Chester D. Clapp Children’s Shoe 
Company, specialty house, has moved 
to 60 Leicester Court. The company 
was formerly at 51 Owen Avenue, both 
locations in the North end of Detroit. 

A new shoe store has been opened 
at 5129 Hastings Street by Abe Parker 
and Julius Parker as Parker Brothers. 
They report that business is coming in 
at an entirely unexpected rate for a 
new store in these times. 


N. Y. Parcel Post Policy 


The Retail Dry Goods Association of 
New York City has adopted the follow- 
ing Parcel Post Policy: 


“On all merchandise to be delivered 
beyond the stores’ Free Delivery 
Territory, customers will be required 
to pay the parcel post charges. 

“C.0.D.’s when not taken care of 
by the stores’ automobile delivery 
service are to be paid for by the cus- 
tomers at whatever rates are fixed 
by the U. S. Post Office Department.” 
Ea Y ed becomes effective August 


We feel that our customers will 
readily appreciate that, with the very 
low prices now prevailing, it would be 
prohibitive for the stores to assume the 
mailing charges for parcel post pack- 
ages sent to outlying districts. 


New -Asbury Park Store 


ASBURY PARK, N. J.—Harold S. 
Schwartz, proprietor of Queen Quality 
Boot Shop, of Red Bank, and the Ber- 
keley Shoe Shop, of Asbury Park, N. J., 
has just opened a new store featuring 
women’s popular priced footwear. This 
new store is located at the corner of 
Main Street and Cookman Avenue. 








Compares Yearly Prices 


CHICAGO—One window in the O G 
State Street store carries a conspicuous 
poster quoting varying prices of one of 
their models. 


Pride Pumps 


. The display in connection with this 
poster includes brown, black and wine 
suede and black kid and patent leather 
strip pumps. 


WHERE TO BUY 


Women’s Shoes 





CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, III, 











oo 


WHERE TO BUY 
Sandals 


*& KENDALL’S "°OSs “* * 





IN-STOCK 
Style No. 13 
Pat. Lea. or Bik. 
Kid with Full 
Cloth Lining. 


$1.65 


Women’s Sizes, 2% -8 
$1.65 


, ; Misses’ Sizes, 11-3 
Widths B-C $1.55 














% KENDALL SHOE COMPANY a 
HAVERHILL, MASS. 
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WHERE TO BUY 


Riding Boots 


| lie eid 


| RIDING BOOTS 

\ IN-STOCK 

\ For Men, Women and 
"“Taetn 


Write for catalog. 


7 CONNE, 
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WHERE TO BUY 
' Ballet Slippers 





DANCE FOOTWEAR 


Inimitably Different!— 
Immeasurably _ Better! 


Dents in all forms is more than 

er the vogue—and presents a prof- 
ftable market for you. Our new line 
meets the demand for quality at a 
price. Send for new catalog. Write 
for exclusive agency plan. 








Chieago Stock Dept. 
159 N. State St. 


Los Angeles Stock 
1951 Hillhurst Ave. 





Main Office & Factory 








BALLET SLIPPERS 


RIGHT AND LEFT LAST 
Black Kid 
ren’s Misses’ Child's 
“Ef 05 $1.00 $ .95 
.20 $1.15 $1.10 
Brooks re Mfg.Co. 
Swanson and Ritner Sts. 
Philadelphia 


609 
600... 








BLACK KID BALLET 
SLIPPERS 


ft — Haré Toe 


t 
Children’s é'to 11 1.2 
Hard Toe ig BR A Higher 


0 
50 N. 4th St., Philadelphia 











BALLET SLIPPERS 


No. C870—All sizes in stock for 
immediate delivery: bal je 


Athletic Shoes 


Athletic Shoe Co. 
914-34 N. Marshfield Av., Chicago 


WHERE TO BUY 
Spats 


66 8 PE OO ae 


i 
BOND STREET 


urdey Pos 
Strong merchandising 
helps—-attractive packages. Immediate delivery from 
stock. Write today for samples to 
THE WILLIAMS MFG, COMPANY, 
Portsmouth, Ohio, U. &. A. 








Against Fake Sales 


ATLANTA, GA.—At a recent meeting 
of the Atlanta City Council an ordi- 
nance was adopted putting an end to 
fake “fire sales,” “closing out sales” 
and other sales of shoes of this charac- 
ter. The ordinance provides that “any 
person, firm or corporation, or agent 
of the same, advertising in the news- 
papers, over the radio, by posters or 
in any other manner representing that 
they are operating, offering or main- 
taining a ‘fire sale,’ ‘wreck sale,’ ‘bank- 
rupt sale,’ ‘closing sale’ or ‘going out 
of business sale,’ when, in fact, such 
sales are not bona fide, but are fakes 
and frauds, shall be held guilty of an 
offense or breach of orderly conduct 
and, upon conviction of same in the re- 
corder’s court, be fined not to exceed 
$200 or imprisoned for not to exceed 
30 days or both.” Enforcement of the 
ordinance will do much, according to 
Atlanta shoe merchants, to overcome 
the fraudulent sale evil in Atlanta. 


Plans New Store 


ALLENTOWN, Pa.—One of the finest 
shoe stores in the eastern part of Penn- 
sylvania is being planned by Farr 
Brothers here. The firm also has stores 
in Easton, Reading and Bethlehem. 

Twenty-five years ago Farr Brothers 
erected one of the outstanding shoe 
stores in the country here at that time 
and now the store is being rebuilt and 
many alterations are being made. 

The familiar display windows, with 
artistic glass marquees, which have dis- 
tinguished those windows for many 
years, are soon to yield to the demands 
of progress. 

The Farr store is the only one in 
Allentown whose display windows are 
adorned with glass marquees instead of 
the usual awnings. 

The architectural design of the front 
will be entirely different from any other 
store in Allentown. Spacious foyers, 
distinctive display windows and the 
most modern arrangement of lighting 
are planned. Architects and artisans 
have been busy for months perfecting 


the details of the rebuilding program. 


Store Changes Hands 


Canton, On10—The A. S. Beck store 
at 327 North Market Street, has been 
taken over by the Norman Shoe Com- 
pany. 

Popular price shoe will be handled 
and N. C, Kauterman who was mana- 
ger for A. S. Beck is now manager for 
this concern. 


Adds Ready-to-Wear 


SEATTLE. WASH.—The old Columbia 
Theatre in Seattle has been remodeled 
into a modern shoe emporium. M. H. 
Block, of Blocks, Inc., chain of Seattle 
shoe stores, has opened a ladies shoe 
salon, plus a ready-to-wear department. 





Doubles Size of Store 


BALTIMORE, Mp.—Extensive improve- 
ments and erection of an addition will 
be effected to the exclusive orthopedic 
shoe shop, operated at 12 West 20th 


' Street, Baltimore, Md., by H. G. Gorsuch 


& Son. The completion of this work 
will give the establishment more than 
double its present size. The Gorsuch 
concern is one of the oldest and best 
known exclusive orthopedic shoe shops 
in the Monumental City. 


N. Y. S. Convention Plans 


ELMIRA, N. Y.— Arrangements are 
practically complete for. the fourteenth 
annual convention of the New. York 
State Shoe Retailers Association, which 
is to be held at the Mark Twain Hotel 
here Sept. 11, 12 and 13. Nearly a hun- 
dred leading shoe manufacturers of the 
country have made reservations to show 
their lines in connection with the con- 
vention, and three floors of the hotel 
have heen set apart for this purpose. 

Prominent retail shoe men from all 
parts of the state will gather for the 
convention and will discuss problems of 
vital interest to the shoe trade. The 
activities will open with the annual din- 
ner and meeting of the board of direc- 
tors on Sunday evening, Sept. 11, with 
John Slater, chairman of the board, 
presiding. Convention sessions will be 
held Monday and Tuesday, with well- 
known trade leaders as speakers, and 
there will be open forum sessions for 
the discussion of topics of live trade 
interest. 

The annual banquet will be held on 
Monday evening, Sept. 12, with Jesse 
Adler, of New York, presiding. Thomas 
Hutton, editor of the Binghamton Press, 
will be the principal speaker, and his 
topic will be “Civilization’s Feet.” 

Among the prominent leaders in the 
industry who have accepted invitations 
to the convention are Anthony H. Geu- 
ting, president of the National Shoe 
Retailers Association, and James H. 
Stone, N. S. R. A. manager; also John 
E. Whittemore, president of the Na- 
tional Shoe Travelers Asociation. 

Jesse L. Patton, of Schenectady, is 
president of the New York State asso- 
ciation, and Harry A. Chase, of Roches- 
ter, is secretary. 


Taylor’s Opens 

Kansas City, Mo.—Taylor’s Shoe 
Company has just been opened at 117 
East Eleventh Street. This location is 
on the main floor of the new Bryant 
Building, where display space is avail- 
able on three sides, on Eleventh Street 
and the arcade entrances to the build- 
ing from Eleventh Street and from 
Grand Avenue. Two display windows 
are used for women’s shoes and one 
for men’s, Men’s shoes are sold on the 
balcony in the store, the first floor be- 
ing devoted exclusively to women’s 
shoes. J. P. Osborne is manager. 
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Contest Decides Store Name 


UNIONTOWN, Pa.—The Vanity Boot 
Shop is the name of the latest shoe 
store in Uniontown catering to women 
and misses. G. D. Heacox of Greens- 


- burg is the manager. The name of the 


shop was chosen from more than 600 
names sent in, in response to a naming 
contest. The winner, a Uniontown girl, 
was awarded ten dollars in gold. The 
new store is in the State Theater Build- 
ing. Mr. Heacox has been engaged in 
the shoe trade for many years. 





Gets Charter 


CLEVELAND, OH10—Papers have been 
filed with the Secretary of State char- 
tering the Self Serve Shoe Co., with 
headquarters in room 505 of the Soci- 
ety for Saving Building, to operate a 
self serve shoe store. The capital con- 
sists of 100 shares of no par stock. In- 
corporators are Ben P. Rabb, Robert 
Kaplan and Irving Dorsky. 





G. F. Ridgeway in Des Moines 


Des Moines, Iowa—Glenn F. Ridge- 
way, formerly of Toledo, Ohio, but more 
recently of St. Paul, Minn., is the new 
head of the shoe department at the 
Utica Clothing Co., succeeding C. H. 
Conner. He opened his campaign on 
his arrival Aug. 8 with a sweeping 
clean-up sale of Summer shoes, which 
drew crowds throughout the opening 
day. 

The department is to be enlarged and 
rearranged into one spacious section 
with increased shelf space. About 40 
chairs are to be installed for customers’ 
use. The entire department is to be 
redecorated in a uniform color scheme. 
The policy of the store is to feature 
lower priced shoes coming in these price 
ranges—$3.95, $5, $6 and $7.50. An en- 
tirely new line of shoes is being added, 
with some of the old lines maintained. 

Mr. Conner, who was with the Utica, 
has taken a similar position with Peter- 
sen-Harned-Von Maur at Davenport, 
Iowa. 


Sales Tax Bulletin 


CoLumBus, OHI0—George V. Sheri- 
dan, executive director of the Ohio 
Council of Retail Merchants, has issued 
a bulletin thoroughly explaining the 
differences between a manufacturers 
sales tax as proposed in Congress which 
would be collected from manufacturers 
and the State sales tax plans as pro- 
posed in many of the States of the 
Union. Mr. Sheridan, who is chairman 
of the taxation investigating committee 
of the National Dry Goods Association, 
is considered an expert in matters of 
taxation as they affect the operation of 
retail stores. 

Mr. Sheridan declared that he found 
woeful lack of understanding on the 
part of merchants on this important 
question. He considers the subject one 
of vital importance to merchants and 
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that State legislatures, in order to 
bolster up their declining revenues will 
undoubtedly resort to the imposition of 
sales taxes. 





OBITUARY 





Edward Ellsworth Lerch 


CoLUMBUS, OHIO—Edward Ellsworth 
Lerch, aged 65, who served as first vice- 
president of the H. C. Godman Co. for 
more than a quarter of a century, re- 
tiring about five years ago, died at his 
home, 159 Preston Avenue, Aug. 21, 
following an eighteen months’ illness 
from complications. He was one of the 
best known figures in the shoe manufac- 
turing business and had traveled exten- 
sively while actively engaged in manag- 
ing the affairs of the Godman corpora- 
tion. 

Mr. Lerch was born and reared in 
Circleville, Ohio, but came to Columbus 
at an early age and became associated 
with the Hocking Valley Railroad later 
as paymaster. He resigned to accept 
an executive position with the H. C. 
Godman Co. in 1902. His brother, 
George Lerch, had become affiliated 
with the company in the Lancaster 
units. 

Mr. Lerch was president and director 
of the Fidelity Building Loan & Sav- 
ings Association at the time of his 
death. He was a member of a number 
of clubs and lodges. Funeral services 
were held Aug. 23 at the residence with 
interment in Green Lawn Abbey. 





Edward A. Mauer 


INDIANAPOLIS, IND. — Edward A. 
Maurer, 63 years old, nationally 
known shoe salesman here, died at his 
home Saturday night after an illness 
of five years. He had been affiliated in 
late years with the heel and sole de- 
partment of the Goodyear Tire and 
Rubber Company. His duties required 
him to travel in all parts of the United 
States. Before this connection he was 
with the Preston B. Keith Shoe Com- 
pany. 

Born in Logansport in 1869, he lived 
there during the early part of his life. 
He made his home here since 1885. He 
was married 42 years ago to Miss Lena 
Sine of Logansport. Mr. Maurer was 
the first president of the Shoe Travel- 
ers’ Association and held state and na- 
tional offices in the Travelers’ Protec- 
tive Association. He is survived by 
the widow, one son and a daughter. 
Members of the Masonic and Elks 
lodges participated in the funeral ser- 
vices. 


Alphonso Maples Dies 


FortH WortH, TE<.—Alphonso 
Maples, member and two-term direc- 
tor of the Southwestern Shoe Travelers’ 
Association, died at his home in Forth 
Worth, Texas, August 3, after a long 
illness which had forced his retire- 
ment from the road last April. He 
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WHERE TO BUY 


Men’s and Women’s 


Slippers 


6 6 hh 


W. 8. CHASE & SONS, INC., 
HAVERHILL, MASS. 

In Stock Men’s Full Leather Lined 

Handturned Slippers 

Priced from $1.60 

Kid Pullman Slippers 

colors and Black with 


Snap Pocket Sié0 
Zipper Pocket $1.50 




















QUALITY TURN 
D’ORSAYS 


All Colers A & C In Steck 
to Retail at $2.00 
Write for catalogue 
FREEMAN-THOMPSON 
SHOE COMPANY 
\ St Paul Minnesota 








Gy oceecooooocoooooooooood, 
Radio-Tyme House Slippers 


Genuine Hand Turned 
In-Stock to Retall 
$3 to $5 





Ne. 1416—Tan 
Kid Everett 
$1.90 


Me. 1406—Tan 
E'd Opers 
$1.90 








L. B. EVANS’ SON CO., Wakefield, Mass. 
Desdoscsscoossoccccoocel) 
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WHERE TO BUY 
Shoe Laces 


oa TTD 











Do you want the high 
school boys’ and girls’ 
trade? 


“THE SHOE LACE OF QUALITY” 
PORTSMOUTH, OHIO 











had been active in association work 
since 1914 and, until very recently, had 
been representing the Crossett Shoe 
Co,. of Augusta, Maine. Prior to that 
he covered the Southern territory for 
several years with the line of the Bea- 
con Shoe Co., of Manchester, N. H. 
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WHERE TO BUY. 


Children’s Footwear 





CHILD 
LIFE 


High Grade 
Goodyear Welt 


Shoes in Stock 
CHILD LIFE SHOE- 


MAKERS, Inc. 
CEDAR GROVE 
7) WISCONSIN 


WHERE TO BUY 


Sport Footwear 





GENUINE 
MOCCASIN 


BASS 





st MAIN ST 
WILTON, MAINE 
= 
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WHERE TO BUY 


' Shoe Forms 


LZory Jorms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shee Form Co. Inc., Auburn,N.Y. 








False Advertising Kills Business 


Detrorir—False advertising is the 
surest way there is of killing a shoe 
store’s business, in the opinion of W. 
G. Eyre, Detroit merchant. Customers 
soon learn the difficulties of believing 
any advertising—the popular response 
to recent national magazines debunk- 
ing well known advertising claims is 
proof enough of the temper of the 
public in this respect. When the ad- 
vertiser is a local merchant, the effect 
upon his business can be immediate and 
disastrous. 





Adds Men’s Shoes 


AKRON, OHI0O—Lang’s, oldest and 
best known men’s clothing and furnish- 
ings store, 35 S. Main Street, has added 
a shoe department, and will feature 
the Bostonian line exclusively. New 
department is located on the main floor 
of the store and all new fixtures and 
appointments have been installed. 


Opens Foot Clinic 


New York—Dr. H. Burton LeVine, 
brother of Samuel M. LeVine, retail 
shoe merchant of Paterson, has opened 
offices in that city for the treatment of 
foot deformities at 60 Broadway. One 
of the features of the office is the free 
foot clinic for the unemployed one day 
a week. At these clinics Dr. LeVine 
stresses the importance of correct foot- 
wear in the alleviation and treatment 
of foot troubles. 

As a graduate of Jefferson Park 
Hospital and Northwestern Foot Clinic, 
Chicago, Dr. LeVine has had wide 
experience in the subject of shoe 
therapy. At the free clinic during the 
recent annual convention of the Nation- 
al Association of Chiropodists held at 
the Wardman Park Hotel, Washington, 
D. C., he found that in some of the 
most difficult cases with which doctors 
were unable to get satisfactory results, 
shoes were the underlying factor. 

No other profession is more closely 
allied to the shoe industry than Chi- 
ropody, and the time is not far off 
when a corrective shoe in order to 
meet the demands of the public will of 
necessity carry the stamp of approval 
of the Council of Shoe Therapy of the 
N. A. C. 


Peacock Shop Moves 


INDIANAPOLIS, IND.—The Peacock 
Shoe Shop, 4 East Washington Street, 
will move to 28 Monument Place, in the 
store room formerly occupied by the 
Vince V. Canning Boot Shop. 


Wood Heel Breasting Cement 


A new wood heel breasting cement 
superior to any previously developed by 
them for the purpose has been released 
by the Research Laboratories of the 
largest manufacturer of rubber cement 
in the shoe and leather trade, and is 
now available for use by shoe manu- 
facturers. 


ADDS COLOR TOUCH 


CHICAGO—Smart little kidskin bows 
occupy a catchy place in one of the win- 
dows of Maling Brothers State Street 
store. Sales talk suggests them as an 
interesting touch of color to bring out 
a plain color ensemble for street wear. 
They come in white, black and white, 
and various colors, including red, green, 
and two shades of blue. They are priced 
at fifty cents. 


Seeks to Control “Sales” 


BIRMINGHAM, ALAa.—Because fire 
sales, closing out sales, reorganization 
sales and such have become so numer- 
ous during the last few months the 
City Commission has placed into effect 
a special license code which will regu- 
late these events and put a stop to 
unethical business sales. 

Persons or firms wishing to hold 
sales of this type must apply to the 
city comptroller for a special permit 
which sells for one dollar providing the 
owner of the goods for sale has been 
in possession of the goods for one year. 
Persons conducting sales of goods ob- 
tained shall pay a fee of $25, plus two 
dollars for each $1,000 or fraction 
thereof of the inventory value of the 
stock. 

An application must be made to the 
city showing qualifications of the ap- 
plicant to holding such sales. 


New Youngstown Store 


YOuNGSTOWN, OHIO—A retail shoe 
store known as the Peoples Shoe Store 
has been opened in the room formerly 
occupied by the Dixie Shoe Store. This 
store carries a complete line of foot- 
wear for the entire family, and is 
operated as a partnership by B. H. 
Kaster and George Cohen, two popular 
and well known shoe men from this 
district. 


Tracy Shoe Store Sold 


Des MOINES, IowaA—The Tracy shoe 
store at Anamosa, Iowa, has been pur- 
chased by J. L. Chiodini from Misses 
Maty and Anne Tracy. Mr. Chiodini is 
from Cedar Rapids. 


Smashes Windows 


HAMMOND, LA.—Plate glass window 
smashers seem to have taken a liking to 
the window of the Imperial Shoe Store 
here. For the third time within 18 
months the store has been made victim 
of robbers who smashed the display 
windows and made away with several 
pairs of shoes. 


Leases Store 


KANSAS City, Mo.—Harry Cohen and 
Morris Levine, doing business as the 
Outlet Shoe Stores, have leased a store 
room at 3128 Troost Avenue for five 
years. The yearly rental is $2100. 


New Buffalo Store 


BuFFALo, N. Y.—Nine Five Four 
Broadway, Inc., has been organized 
with a nominal capitalization of 200 
shares of no par value stock to estab- 
lish a retail footwear store at 954 
Broadway in the Broadway-Fillmore 
community shopping district. The in- 
corporators are Edward H. Kavinoky, 
Esther W. Sauerwein and Myrtle J 
Troy, all of Buffalo. 
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IN THELAST ANALYSIS -- - - - 


T IS the LAST that makes friendship possible between 

the shoe and the foot. The LAST is more than a block 

of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women's) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 


COORDINATED LASTS 


wuvovuvvvvwvyyv 




















UNITED LAST COMPANY + BOSTON * MASS. 
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The Finest Show Card 





—the most 


line or brand. Are 


They are colorful, 


fresh appearance. 


ing him or her that 


—best shoe selling 


Did you look at your windows this morning? If you were the 
prospective customer, would they “sell” you? 


Too many trims are given over to selling some manufacturer’s 


RECORDER window display cards are created each month to 


build “good-will” for you, your store, and to sell merchandise. 


seasonal atmosphere of the month, thus giving the trim a bright 


thing. RECORDER cards do this for you and your store. They 


are your first “interview” with your propective customer, tell- 


with courteous service. 


Recorder Display Cards will double the value of your windows, 
and windows are said to be worth 80% of the rent! 


Samples will be sent on request * 


> 
colorful — 


Window Display Cards! 


yours? 


artistic, pleasing to the eye, typical of the 


To sell something, you must say some- 


you have good merchandise, at fair prices, 





SEPTEMBER 


Two 
Sizes:— 
7” % 12" 
8” x 14” 

and 





Tan patterned board; scarlet, 
brown, and green autumn 
leaves; text in black with red 
headings. 


SEPTEMBER CARDS 


Complete Texts 
sent on request: 
cards—Women’s Shoes 
cards—Men’s Shoes 
card—Children’s Shoes 
card—Hosiery 
cards—On Store Service, 
Fitting, Quality, etc. 
Single cards—60c. each 
Without text—35c. each 


Special Introductory Service 
3 cards, with 50 blank tickets 
without card holders at $1.50 
per month 
On Annual Contract—Two 
Holders Supplied 
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PRICE TICKETS—Rich Assortment—Always In-Stock 


~ Attractive, 
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oma Colorful 
coe Hand-Lettered 
‘ Price Tickets 


In all denomination 
and blanks 


D—Modernistic, 3-Way two 
tone, Purple with gold 
edge or red with black 
edge, on white. 

6 dozen, $1.25 
12 dozen, $2.00 


All other price tickets illu- 
trated are in two or more 
colors, 


6 dozen, $0.85 
12 dozen, $1.50 
J—Adjustable clips for price 


tickets. 
% gross, $2.25 

















4 1 gross, $4. 
K—Shoe Carton Tickets 


@ Pe ee $1.25 per 500 
STIR i $2.25 per 1000 
ge cree: a MANY OTHER 
MWe PRICE TICKETS 


CK 


Stock Record, and Finan 
Record Systems. Ask for 
Samples. 











Sn Thetis IN STO 

“A Price ALSO:, Profit Charts Dail 
# 1 

Sun neces . Check wth Order— 





Please 





R Fie 


K For odd price ticket denes 


inations not in stock 
hand lettered, 15c per dose 
additional. 








Profit Chart, pocket size, with each order of (24 doz.) price tickets; clips or carton tickets. 
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Service in America! 





HOLDERS— 


Oval base—burnished gold— 
3 color trim 


Harmonize with the finest of 
window display fixtures. 


and 
‘Comfortable, 


Annual Display Card 
Service includes: 


“Store Window Bulletin,” sup- 
plies merchandising and dis- 
play suggestions each month. 


Special Cards, with wording as 
wanted. 


Exchange of Cards: Annual 

card service subscribers may exchange any cards received for others 
of the current month whose texts better cover their merchandising 
program. 


Price Tickets: Blank tickets matching the current month’s cards, supplied free; neat tickets with prices as 
wanted, but which do not match the show cards, also supplied annual card subscribers free; tickets with prices as 
wanted which match the cards are 50c per 100 additional. ; 


Exclusive Franchise is given with annual card service to one merchant in an average size town, suburb or city 
shopping center. 


COUPON 


BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Messages” card service No. for one year, 
consisting of cards, each month and 

art card holders, with the first month’s service, be- 
ginning with cards for September for which we will 
pay $ per year, payable $ per month. 
For cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 
13 hand designed cards each month, each 
Service with different sales’ messages, die-cut tops, 
colorful, artistic, size 9 by 12 inches; with 
No. 1 100 blank price tickets to harmonize with 


$5.00 service cards each month (or with prices im- 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 


(Cross out lines not carried.) 


Printed Price Tickets:— 


printed, selection of prices as wanted, 50c. 
Monthly per month additional). Also 6 card holders 
with first month’s service. 
Service Service 
No. 2 9 cards No. 3 7 cards 


100 blank price tickets $3.00 50 blank price tickets 
4 card holders Monthly 2 card holders 


Checks from foreign subscribers must be drawn 
on United States banks, or include exchange. 


Merchants Service Dept. 
BOOT AND SHOE RECORDER 
367 W. Adams St., Chicago, Ill. 
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MEET . 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
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WANTED TO PURCHASE 








Adams Street, Chicago. 


SIDE LINE SALESMEN for the only Job- 
bers line of low priced House Slippers that 
is being sold at factory prices or less. The 
GEO. N. COHEN CO., 200 Church St., New 
York City. 





S ALESMEN to carry high grade line of men’s 
spats and children’s play shoes. Have 
states of Michigan, Indiana, Iowa, Nebraska, 
Missouri open. Old reliable house with estab- 
lished business. Address D-126, care Boot & 
Shoe Recorder, 367 W. Adams Street, Chicago. 





POSITION WANTED 


RETAIL SHOEMAN. 34 years—married— 

18 years’ experience—seeking connections 
with a reputable retail store in the capacity 
as buyer or manager. Best of references. 
Willing to leave city. Address D-128, care 
Boot & aa Recorder, 236 W. 39th Street. 
New York, a 








OMPETENT ladies shoeman, successful 

large town retail experience over a period 
of sixteen years, will invest $2,000 capital and 
services in sound business. Can furnish best 
of references as to character and ability. Mid- 
dle bt - preferred. Address D-124, ‘care 
Boot & Shoe Recorder, 239 West 39th ‘Street, 
New York, N. Y. 





RELIABLE retail shoeman. Age thirty-five, 

twelve years experience, last six buyer and 
Address D-123, 
239 West 39th 


manager.. Best of reference. 
care Boot & Shoe Recorder, 
Street, New York, N. Y. 





FOR SALE 


FOR SALE—Our shoe store without mer- 

chandise Kent, Ohio, (near Cleveland) 
fully equipped, Grand Rapids shelving and 
cases, modern front, best location, low rent, 
ready for occupancy. Responsible persons 
= Greene-Kertscher and Mitchell, Kent, 

io. 





SALESMEN OF UNBRANDED LINES 


Would you like to make extra dollars? With a short side line, not con- 
flicting but helpful in selling your present line? Full information on 
request. Address D127, care BOOT AND SHOE RECORDER, 367 West 























LINE WANTED 





SALESMAN, Greater New York and suburbs, 
twelve years personal following among re- 
tail shoe and children’s specialty stores. Open 
for connection with manufacturer of infant’s 
and children’s shoes. Address D-122, care 
Boot & Shoe Recorder, 239 W. 39th Street, 
New York, N. Y. 





EXPERIENCED Traveling Shoe Salesman 
wants men’s line for the Pacific Coast. 
Address ‘‘Salesman,” 3448 West 76th St., 
Los Angeles, Calif. 





LINE WANTED—Experienced shoe salesman 
wants snapp popular priced women’s 
novelty shoes for Texas. 508 31% 
Street, Austin, Texas. 





LEATHER and Rubber Footwear Salesman. 
Thirty years’ experience in Buffalo and 
vicinity would like new line. Address D-125, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. ‘Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 





































We will pay the best price for 
your surplus or entire stocks of shoes, 







general. merchandise or department 
stores. Leases assumed. 

Phone - Write - Call 
All matters strictly confidential. 






I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 
































MERCHANTS’ NEEDS 











BOOK PREMIUMS 


THE RWIZARD ® 
Ny 


that Sell 
SY TAN 


we c\c 
Pir 


Toot 
















PUBLISHING CO. 


RAC NE...WISCONSIN 









WHITMAN 

















Minimum charge 75 cents. 
$1.25. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum charge 
When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&# Advertisements for this page must be in our New York office on Friday of the week preceding publication. @& 










In all other cases each 
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BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 


MERCHANTS’ NEEDS 








* PODIATRY — 


CARE is universal. 


and Dissecting. 


Several schools have expanded their 


Entrance requirements— 


Write for catalogue. 


473 BEACON STREET, . 





A school in Boston, Mass. 
The profession in demand by all cities and towns. The necessity for FOOT 
Modern laboratories for instruction in Chemistry, Microscopy, Bacteriology 


Clinical training in Large Foot Clinics. 
School Age, Industrial Employees and the Poor. 


tember, 1932. We continue to offer a two-year course for the present term. 


High school graduate or its full equivalent of at least fifteen units of high 
school work. A limited number of students can be accommodated. 


MIDDLESEX SCHOOL OF PODIATRY 


CHIROPODY * 


Special clinics for Children of 


course to three years, beginning Sep- 


Hiram B. Donaldson, Dean. 


BOSTON, MASSACHUSETTS 














te $5.00 
SPECIAL WEEKLY RATES 

One blech from Peunsyloania Station 
and Empire State Building 


UP-TO-DATE ROOMS st DOWN-TO-DATE RATES 


te $7.00 


Diéraction A = 


Hotels C 


J. LESLIE KINCAID, President 
GEORGE WARTMAN, Manager 





BROADWAY AT 32np ST 








Opens in Bridgeport 


BRIDGEPORT, CONN.—J. L. Burns, for 
the past 14 years employed in the shoe 
department of the Howland Dry Goods 
Co. store here, is opening .a new retail 
shoe store at 1042 Main Street, where 
Walk-Over shoes will be featured. 

Since Jan. 28, 1931, when fire de- 
stroyed the Walk-Over Boot Shop, 1005 
Main Street, operated by Frank Wet- 
more and Sydney Stokes of New Haven, 
there has been no retail outlet in 
Bridgeport handling the complete Walk- 
Over line for men, boys, women and 
children. 


Fire in Berry, Ky. 

LOUISVILLE, Ky.—The Ideal Shoe 
Shop, operated by Frank/ Pogue, at 
Berry, Ky., was one of a number of 
stores destroyed in a conflagration in- 





volving nearly $100,000. 
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Considering Sales Tax 


BIRMINGHAM—An extra session of 
the Alabama Legislature is now in ses- 
sion at Montgomery and a retail sales 
tax appears unavoidable in order to 
balance the largest deficit in the 
state’s history. The extra session was 
called by Gov. B. M. Miller who is 
advocating an income tax. However, 
politicians declare that an income tax 
will not balance the budget and that 
a sales tax on retail goods is the only 
way out. 

If a sales tax bill is passed it will 
be designed after the Mississippi bill 
which was passed several months ago. 
The rate being advocated is two per 
cent. 


Sid Groman Incorporates 


Baton Rovuce, La.—The Sid Groman 
Shoe Company has filed articles of in- 
corporation to do business at Shreve- 
port, La., with a capital of $5,000. 
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Chiropodists Hold Convention 


The National Association of Chiropo- 
dists held its 21st annual convention, 
Aug. 1-5, at the Wardman Park Hotel, 
Washington, D. C. Dr. Joseph Lelyveld, 
of Rockland, Mass., president of the as- 
sociation, presided. 

Among the shoe concerns exhibiting 


.were Coward Shoe Company, Field & 


Flint, Treadeasy, Geo. E. Keith Com- 
pany and P. W. Minor & Son. 

Several hundred chiropodists-podiat- 
rists were in attendance. It was inter- 
esting to learn from men of national 
reputation in the field of orthopedics, 
Dr. Arthur D. Kurtz of Philadelphia, 
for example, how important a part a 
proper shoe played in assisting the cor- 
rection of foot troubles. 


Discusses Rent 


Los ANGELES—Percentage leases as 
a means of solving the high rent prob- 
lem and affording merchants a better 
margin for profit, provoked consider- 
able discussion at the second annual 
convention of the Western States Mer- 
chants Association, held recently in 
Los Angeles. Speaking of conditions 
on the Coast, particularly in San Fran- 
cisco and Los Angeles where surveys 
have been made regarding foot traffic 
value, John M. Walsh, of the Percen- 
tage Lease Committee, National Build- 
ing Owners and Managers’ Association, 
declared that rentals on the percentage 
lease basis should be 25 per cent less 
than the flat rate. If $200 were the 
flat rental rate, the new basis would 
be $150, as a minimum, with increases 
based upon gross sales per month, not 
on an average. Though real estate 
values in Los Angeles are still specu- 
lative, he maintained, there has been a 
reduction in store rents during the 
last two years of 21 per cent. This in 
the metropolitan district of downtown 
Los Angeles. Mr. Walsh said surveys 
have proved that a percentage lease is 
especially valuable to a concern pio- 
neering in a location; that automobile 
traffic means little unless you can get 
that traffic a-foot in front of the store. 
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Shoe Stores Must Advertise 


[CONTINUED FROM PAGE 32] 


advertised to get them in; and we ad- 
vertised merchandise the people knew 
about. You have no idea how that 
helps.” 

“I am sure as can be that the mer- 
chant who is not carrying a line of 
shoes with a name behind them will not 
be heard about much longer—shoes that 
have passed the test—shoes in which 
the buying public knows what they are 
getting. 

“The trouble with most people who 
have anything to sell is that they start 
to cut their advertising the minute 
business falls off. That means two 
things happen to them—the selling cost 
goes up and the gross comes down. 
Then they cry that business has all 
gone to the dogs. They stop buying, 
cut wages and do every other fool thing 
to wreck their business. 

“If every man who is trying to do a 
selling job would put his shoulder to 
the wheel and advertise, he would cut 
his selling costs and pull his gross up. 
You can’t sell people when they are out 
in the street or tucked away in their 
homes. You have got to have them 
right in the store and advertising is 
what brings them there. 

“Our advertising appropriation is 
divided as follows: Five-sevenths is 
spent for newspapers (this is our best 
bet). And, of the balance, the windows 
get half, with the remainder being pro- 
portioned for bill boards and direct 
mail. 

“Here we are in a consumption peri- 
4d, wherein all industry must wait un- 
til goods are sold. The only path to 
progress is through encouraging the 
customer to buy in one’s store, and how 
else can the public be induced to pur- 
chase regularly save through a consis- 
tent advertising program. As I see it, 
the production period ran along for 300 
years and the main thing was how to 
produce efficiently and economically be- 
cause consumption took care of itself. 
But never again. We will never see the 
production line holding the leadership 
. in business. The distribution line is the 
only one that will solve the present and 
future problems. 

“Far too many merchants—other than 
those in the shoe business, too—are try- 
ing to show one another how little stock 
they think they can do business on. 
They like to brag, saying, ‘Look at my 
turn over.’ 

“Turnover figures may look good on 
paper, but how about the great amount 
of business which is lost through not 
having what the people want to buy? 
That never shows up in financial state- 
ments except where the auditor takes a 
penful of red ink to write the sad news 
in the loss column. 

“If the real truth was known, too 


many shoemen are trying to operate a 
Shoe store on a shoestring. Their stock 





is so full of odds and ends that they 


Boor aND SHOE RECORDER 
combining THE SHOE RETAILER, Sept. 3, 1932 


cannot properly fit half their trade. 
Then they wonder why they have so 
many people walk out of their stores, 
never to return. I worked for a chain 
store once that had a wonderful system 
of telling all the sizes which were sold. 
But they never knew how many sales 
were lost each day through not having 
the sizes. 

“We are using a system which defi- 
nitely tells us why we do not sell every 
person entering our stores. When a 
man thinks he can run a shoe store on 
turnover alone he is headed for the 
courts. 

“The day has come when a store has 
to have a stock of merchandise that the 
public wants to buy if it intends to stay 
in business. When merchants discover 
why people are walking out of their 
stores empty-handed, then they start to 
make some money. 

“In checking up, there is no one thing 
alone which is the sole source of a 
store’s success. It is the combination 
of all. Every department has to work 
with the other. The advertising must 
be good and timely. The selling force 
has to be right on their toes. The mer- 
chandise must have the right appeal and 
be in the right price range in accordance 
with the needs of the store. 


More Work—More Work Shoes 
[CONTINUED FROM PAGE 21] 


changed to the leather they find in their 
work shoes. 

The dealer who is well informed does 
not have to go far into this subject be- 
fore he has an interested audience. And 
when the customer is once interested, 
and assuming he is a sane, reasonable 
sort of man (which he usually is), it is 
neither a lengthy nor a tiresome process 
to educate him into a proper apprecia- 
tion of the benefits to himself of the 
work shoe of superior quality, how it 
affects his well-being, both in comfort 
and in health, how little the difference 
in first cost is, and how much less the 
final cost will be. 

Because, after all, it isn’t the cost of 
the high grade shoe that is at issue. 
It is the difference between the cost of 
the high grade shoe and the cheaper 
one. In other words, if the shoes have 
been properly demonstrated, the atten- 
tion will be focused, and rightly, not 
upon the fact that the lower grade shoe 
costs one price and the high grade shoe 
a considerably higher one, but instead 
upon the fact there is only a certain 
cash difference in price, and where can 
the workman buy so much for his 
money as he can through the expendi- 
ture of this difference? 

When the price of shoes began to de- 
cline some two years ago, there was a 
tendency on the part of many retailers 
to hold up the price of high grade work 
shoes, even when the manufacturer 
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dropped the wholesale cost. There were 
several reasons for this. 

One reason was because most dealers 
had their quality line on an exclusive 
agency basis. They bought cheap shoes 
to compete with whatever price compe- 
tition was bothering them, but with 
their quality line the price became 
more or less anchored. The dealer knew 
the quality shoe was worth the money 
asked for it, and he argued, with some 
justice, that he wasn’t making any 
money on the cheap shoes he was sell- 
ing, so he had to make a profit some- 
where. 

But the unfortunate result of this 
kind of selling (if it can be called sell- 
ing) was to make the price of the high 
grade shoe appear out of proportion. 
It was based on an assumption that the 
man who wanted quality was not as 
keen a judge of merchandise as the man 
who wanted price, when, as a matter of 
fact, the quality buyer is apt to be the 
keener of the two. 

When the man who formerly bought 
quality shoes found the spread between 
the grades greater than the difference 
in value, there were not a few of these 
who bought cheaper grades than they 
had purchased for years, and this again 
had a tendency to seriously narrow the 
quality market. 

Fortunately there has been a decided 
turn for the better as far as selling 
quality work shoes is concerned. The 
drop in wholesale prices on these grades 
the last six months has been so drastic, 
the values which can now be offered in 
quality lines are so close to the prices 
of the cheaper shoes, it is hard to be- 
lieve that any dealer, if he has even the 
slightest leanings toward the better 
grades, will fail to find it the much 
more agreeable as well as the more 
profitable procedure to push them. 

The selling of work shoes is often 
called a bread and butter business. It 
is assumed by many that the interest- 
ing, the romantic part of the shoe busi- 
ness lies elsewhere, in ladies’ shoes, in 
children’s, in men’s dress shoes, any- 
where, in fact, but in the work lines. 

Do not believe it. All that is worth 
while in the world is produced by labor. 
More than half of it by manual labor, 
the kind of labor which wears work 
shoes. To serve well these men, these 
red-blooded men who are doing the 
world’s hardest work, this cannot be, it 
is not, anything less than one of the 
most interesting tasks to be found any- 


| where in the shoe industry. 





BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 





{ 
Black “If a $5 Gold Piece Falls Thru 


o- a Crack in the Floor’—is the 
ae ei ss title of our instruction brochure 
sotate for keeping stock records:— 


leather back 
and corners, Supplied with each order for 


gold lettering the Stock Record System. 

















One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded— 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 

junction with the MASTER STOCK 

SHEET and the central office CONTROL 

FORM, also a COMPARISON FORM for 

a ip i sales of total pairs by seasons and years, 
“Lb a a gives the merchant-owner complete stock 


control with style and sale trend. 
STOCK RécoRD, 





Complete Working Outfit $7.25 
(West of Denver 


Consists of: 
Black Cloth binder—1114” x 1334” $1.50 
OR: DeLuxe Imitation Leather......... 2.00 
100 Daily Sales and Stock Sheets, (Form 
eduane #100) and 1 Comparison Form... 
ee 2 Inventory Pads (100 sheets) 
2 Buying Order Pads (50 sheets) 
(or 4 of each, as preferred) 
1000 Carton Tickets and Clips 


Above, not including Carton Tickets 
(West of Denver 


Postage Prepaid—Check with order, please. 
Orders filled for any forms preferred. 


(New Revised Fifth Edition) 
Your choice of Deluxe flexible imitation leather binder shown above, Shoe Carton Tickets and Clips: 


Special Quantity Price: 


400—Daily Sales and Stock Sheets (Form No. 100)............... $9.00 
PROFIT CHARTS—25c. each; an accurate method of figuring 


selling prices. 
WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
367 WEST ADAMS ST. CHICAGO, ILLINOIS 





Boor aND SHOE RECORDER 
combining THz SHop Reralter, Sept. 3, 1932 











